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ABSTRACT

The purpose of this study was to compare casino to
non-casino hotels of comparable size in Las Vegas, Nevada, to
determine if differences exist in management's perception of
the service quality being delivered by the front desk.

The

study tested the descriptive hypothesis that no differences
existed in the delivery of service quality by the front desk
of casino and non-casino hotels from management's perception.
A descriptive-elemental study was utilized to collect
information through a series of semi-structured interviews
conducted

with

front

desk

management

personnel.

The

information obtained from these interviews were categorized
and compared to determine if there were

differences in the

responses.
The results indicated that the consensus of front desk
management personnel perceived no difference in the delivery
of service quality by the front desk of casino and non-casino
hotels although differences did exist within categories.

This

indicates that a problem may exist in the delivery of service
quality at the front desks, but management is unaware of the
problem.

The implications of this are discussed along with

suggestions for additional future research.

Ill
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CHAPTER ONE
INTRODUCTION

The American economy was once known
economy with the
{Samanfink, 1992).
(1979)

service

taking

a subsidiary

role

In World Economic Development, Herman Kahn

characterizes

Transition".

sector

as an industrial

this

economic

change

as

"The

Great

He emphasized the decline of the industrial

economy and the growth of a post-industrial service economy.
This role reversal can be seen in the growth of the service
sector in the United States during the latter half of the
twentieth century.
non-farm

jobs

services.

From 1953 to 1984 nearly 90% of all

added

to

U.S.

payrolls

were

provided

by

By 1984 the U.S. service industries accounted for

74% of all non-farm jobs (Heskett,. 1986).
all new jobs created in the U.S.

Since 1982, 85% of

have been in the service

industry {Cronin & Taylor, 1992).
A number of important characteristics recognized in the
service

industry which did not exist in the manufacturing

sector.

The special characteristics most frequently mentioned

in discussions of service are: intangibility, predictability,
heterogeneity,

and simultaneous production and consumption

(Lewis & Chambers, 1989).
must

be

acknowledged

for

These characteristics of service
a full

understanding

of service

quality (Parasuraman, Zeithaml, & Berry, 1985).
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In Managing in the Service Economy, Heskett (1986) used
the

characteris.tic

of

intangibility

to

businesses count as service businesses.
Berry

(1980),

"a good is an object,

sort

out

which

According to Leonard
a device, a thing,

a

service is a deed, a performance, an effort... it is whether
the essence of what is being bought is tangible or intangible
that determines its classification as a good or a service".
Included in Heskett's long list of service businesses were
food and lodging.
In Service America, Albrecht and Zemke (1985) discussed
the changing economic environment.
technologically

advanced,

fewer

As America became more
workers

maintain an equal level of productivity.

were

needed

to

This shift from

producing products to providing services changed the way in
which organizations were managed.
In the marketing of services, the delivery of quality has
become a priority.
service

delivery,

In most services, quality occurs during
usually

in

an

interaction

between

customer and contact personnel of the service firm.

the

For that

reason, service quality is largely dependent on the
performance of employees.
reveal

that

delivering

Research and company experience
high

service

quality

produces

measurable benefits in profit, cost savings, and market share
(Zeithaml, Berry, & Parasuraman, 1988).
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Management perception of guest expectation and perceived
service

delivery

must

be

consistent

expectations and satisfaction (Lewis 1987).

with

customers

The managers of

service providers need to know how to measure service quality,
what aspects of a particular service best define its quality,
and whether consumers actually purchase from firms that have
the highest level of perceived service quality or from those
with which they are most satisfied (Cronin & Taylor 1992).
Management cannot become to complacent and believe it is doing
a better job of meeting customer expectation and satisfaction
than

customers actually feel (Lewis, 1987).
The

service

relationship
quality.

literature

between

appears

consumer

confused

satisfaction

as
and

to

the

service

This distinction is important to managers because

service providers need to know whether their objectives should
be to have customers who are satisfied with their performance,
or to deliver the maximum level of perceived service quality
(Cronin & Taylor, 1992).
In this study, management's perception of the delivery of
quality

service

was

assessed.

Comparisons

were

made

to

determine if consistency exists in management's perception of
service quality delivery.

Once a level of consistency has

been reached, suggestions may be made as to strategies for
improvement.

This study focused on management's point of view

of service quality.
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THE PROBLEM
The need to define and measure service quality surfaced
with the rapid growth of the service industry.

Management at

all levels should recognize that outstanding service quality,
as perceived by the customer,
competitive

edge.

Since

can give any organization a

service

excellence

begins

with

management excellence, it is useless to hope that front-line
service employees can deliver any better service than they are
enabled to deliver through the support of the organization
(Albrecht,

1991).

For these

reasons,

it

is

important to

assess management's perceptions of service quality.
OBJECTIVES OF THIS STUDY
The purpose of this study was to compare casino to
non-casino hotels of comparable size in Las Vegas, Nevada, to
determine if differences exist in management perception of the
service

quality

being

delivered

by

the

front

desk.

The

following objectives have been identified for this study:

1.

To identify
hospitality

methods consistently used within the
industry

by

management

to

measure

management's

perception

of

service

service quality.
2.

To

examine

quality.
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3.

To compare management's perception of the service
quality being delivered at comparable properties.

4.

To determine if consistency exists in management's
perception of service quality.

The basic question of every market-management-orientated
organization
customer?"

is,

“What

are

the

wants

and

needs

of

the

The question in this study is whether management's

perception of those wants and needs relate to the service
quality

being

delivered.

If

the

internal

and

external

messages being communicated are consistent, then management's
perception of performance will satisfy the wants and needs of
the

customer.

If

they

are

inconsistent,

internal market

management may have failed.
HYPOTHESIS
The following descriptive hypothesis was tested in this
assessment:

H:

It is hvpothesized that there are no differences in
the deliverv of service qualitv bv the front desk
of casino and non-casino hotels from management's
perception.
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SIGNIFICANCE OF THIS STUDY
This study gathered responses from management personnel
from both casino and non-casino hotels of comparable size in
order to compare management's perception of service quality.
For a full list of participating properties, see Appendix

A.

The resulting information may be used to assist management in
evaluating

itself

and

in

developing

internal

plans

for

implementing new businesses with an objective of maintaining
a competitive advantage.
LIMITATIONS AND DELIMITATIONS
There are a number of limitations and delimitations that
have been applied to this study.
First, it would be almost impossible to survey management
staff personnel at every hotel,

therefore,

only management

staff personnel assigned to the front desk and its operation
from

a

few

selected

hotels

in

Las

Vegas,

Nevada,

were

interviewed in this study.
Secondly, the number of non-casino hotels in excess of
200 rooms in Las Vegas, Nevada, is limited as is the number of
casino hotels equivalent in size to non-casino hotels.

In

order to compare results of like properties with similar front
desk operations,

three casino and three non-casino hotels of

approximately the same size, based upon the number of guest
rooms being greater then, or equal to 200 and less then, or
equal to

500

rooms were compared.
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Thirdly,

the

definition of

front desk operations was

limited to front line desk clerks and management personnel
responsible for hotel check-in, check-out, and the handling of
customer requests and complaints originating or being directed
to the front desk.

Although front desk operations go beyond

the aforementioned definition and includes such services as
housekeeping,

reservations,

shuttle service, parking,

PBX,

etc., those areas are beyond the scope of this assessment.
Hotel front desk operations in Las Vegas, Nevada, are not
typical of hotel operations in most other parts of the United
States.

Gaming, unions, and extravagant

entertainment and

facilities all effect the manner in which the front desk of
the hotel is operated.

Therefore, the results of this study

may not be applicable to other hotel operations which do not
have similar characteristics that exist in Las Vegas, Nevada.
EXPLANATION OF TERMS
There are several terms which must be defined in order to
better understand the purpose and objectives of this study.
The
quality,

term

"service

quality"

refers

to

that

service

as perceived by the consumer, and derived from a

comparison of the consumers expectation of the service they
will

receive

with

their

perception

of

the

service

they

actually receive (conformance to customers' requirements and
expectations)

(Parasuraman, et al., 1985).

R ep ro d u ced with p erm ission o f the copyright ow ner. Further reproduction prohibited without p erm ission.

The term "measurement of service quality" refers to the
measureable difference or gap between service expectation and
service perception by the consumer (Cronin & Taylor, 1992).
The term "front desk operations" refers to the operations
of the hotel front office only and shall be limited to the
front line desk clerk and management personnel responsible for
hotel

check-in,

check-out,

and

the

handling

of

customer

requests and complaints originating or being directed to the
front desk {Bardi, 1990).
The

term

"delivery

of

service

conforming to customer expectations

quality"

refers

to

on a consistent basis

(Ishak & Olson, 1991).
The difference between management's perception of quality
of service and the perception of customers, colleagues, and
staff

shall

refer to

the

gap

in the

delivery

of

service

quality (Lewis, 1987).
ORGANIZATION OF THE STUDY
This study focuses on management's perceptions of service
quality at casino and non-casino hotels in Las Vegas, Nevada.
The problem, purpose and significance's of the study have been
discussed in Chapter I.
dealing with service,

Chapter

I I

reviews the literature

service quality,

and service quality

measurement within the service industry with special emphasis
being directed toward management's perceptions.
discusses

the

methodology

within

the

study,

Chapter

I I I

specifically
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supporting

the

use

of

a

descriptive-elemental

study

and

defining the steps taken in designing the open-end questions
and questionnaire implementation.

Chapter IV discusses the

results of the semi-structured interviews and the implications
to

management

for

self-evaluation

and

internal

Chapter V concludes the study with a summary,

planning.

conclusions

drawn from the results, and suggestions for future research in
this area.
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CHAPTER TWO

LITERATURE REVIEW
INTRODUCTION
This

chapter

focuses

dealing with service,

on

a

review

of

the

literature

service quality,

and service quality

measurement within the service industry.

Special emphasis is

placed on management's perception of service quality.

The

definition and objectives of service delivery are reviewed
along with organizational structure and management impact.
THE SERVICE INDUSTRY

"Services are activities, benefits, and
satisfactions, which are offered for sale
or are provided in connection with the sale
of goods" (Riddle, 1986).

This definition of services, formulated by The Committee
on

Definitions

of

the

American

Marketing

Association,

represents a dynamic approach to service by allowing services
to be associated with goods.

Unfortunately, little consensus

exists on the definition of service.
service

is

perishable

and

hence

The idea persists that
does

not

production, after delivery (Rouffaer, 1991).

persist

after

Intangibility,

the lack of physical evidence, is the critical product-service
distinction from which all other differences emerge (McDougall
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&

Snetsinger,

industry

1990).

has

accepted.
differences

unique

In

The

characteristics

addition

of

heterogeneity,

to

that
has

intangibility,

simultaneous
and

proposition

production

perishability,

make

the

service

become
the

and
up

widely

fundamental
consumption,

the

most

noted

important differences between services and manufactured goods.
Simultaneous production and consumption refers to the fact
that

production

and

consumption

cannot

be

separated.

Heterogeneity is concerned with the variation and lack of
uniformity in the services being performed.

Perishability

means that the service cannot be inventoried or saved (Lewis
& Chambers, 1989).
The concept of tangibility is central to the marketing of
services and directs managerial action.

A transformation of

the intangible into a tangible by establishing degrees to
which

services

can provide a clear concrete

image to the

customer would provide management an opportunity to build on
the strength of

imagery to attract customers

Suetsinger, 1990).

Rouffaer

(McDougall &

(1991) developed his "G.O.S."

Model by combining three basic elements to put forward a total
concept of service.

The three basic elements are goods ('G'),

objectively

measurable

subjectively

measurable

service
service

elements
components

('0'),
('S').

and
This

concept combines goods with imagery to produce degrees of
tangibility within the service experience.
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The framework which exists today for providing service is
one that has been developed by service providers who have
stereotyped the customer.

Service providers may not really

know who the customer is and what s/he expects.

The customer

will evaluate service according to the situation which exists,
influenced by cultural background, and experience.

Acquiring

an insight into the socio-psychological types of customers
could help the service provider adapt his attitude.

Improving

social skills is a necessary step (Rouffaer, 1991).

Labor

shortages, high labor intensity, turnover, and poor training,
leave customers confronted by service providers not properly
equipped to satisfy the customer's 'emotional hunger'
(Smith, 1991).
The stereotyped customer is provided a wide range of
choices in most markets which are intended to create product
differentiation by the service provider. The majority of these
choices stem from the use of technology to improve service
quality.

It should be pointed out that many of the most

popular technological innovations have strong consumer demand
and may be necessary if an organization is to maintain market
share and meet the competition rather than gain a competitive
edge (Reid i Sandler, 1992).

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited without perm ission.

13

SERVICE QUALITY AND MEASUREMENT
The search for quality has prompted some researchers to
begin

to

develop

definitions

of

service

quality

subsequently to develop service quality models.

and

Consensus by

researchers rests largely on abstract dimensions in defining
service

quality,

satisfaction.

such

as

perception,

expectation,

and

Service cpaality can then be defined as the

difference between the abstractions, thus requiring a means
for measuring this difference.
quality,

Although this will not define

it will determine its existence or non-existence,

regardless of what "quality" may be (Lewis, 1987).
Service quality has been described as a form of attitude,
related but not equal to satisfaction, that results from the
comparison of expectation with perception.
notably

Parasuraman

et

al.

(1985)

Some researchers,

have

called

these

differences between abstractions, "gaps" (Lewis, 1987).
Gronroos

(1984)

developed a model to explain what he

calls the 'missing service quality concept'. This model rests
largely on the construct 'image' which represents perceived
service quality which in turn,

represents the gap between

expected and perceived service.
Nightingale

(1986)

classified

services

along

three

different dimensions: person-related services, product related
services,

and

characteristic

information
in

the

related

hospitality

services.
industry

is

The

key

that

the
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customer is inextricably involved in the process of providing
these services.

The consumer forms an impression which almost

immediately compared with expectation, and the resultant level
of

satisfaction

calls

is determined.

the differences

Parasuraman et al.

(1985)

in perception noted by Nightingale,

'service gaps'.
Since
measurable
share,

the

delivery

benefits

in

of

high

profits,

service
cost

quality produces

savings,

and market

it is important to understand the nature of service

quality and how it is achieved.

Parasuraman et al.

(1985)

developed a service quality model indicating that consumers'
quality

perceptions

distinct gaps.

are

influenced

by

a

series

of

four

These gaps on the service providers side,

which impede delivery of services the consumer perceives to be
of high quality, are:

Gap 1:

Difference between
management

consumer

expectation

perceptions

of

and

consumer

expectations.

Gap 2:

Difference
consumer

between

management

expectations

and

perception

service

of

quality

specifications.
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Gap 3:

Difference

between

specifications

and

service
the

service

quality
actually

delivered.

Gap 4:

Difference between service delivery and what
is

communicated

about

the

service

to

consumers.

From the service gap theory, Parasuraman et al.

(1986)

developed SERVQUAL, a 31-item scale to measure generically the
service quality construct (interaction between perceptions and
expectations)

in service industries.

They identified five

dimensions of service quality:

Tangibles:

physical

facilities,

equipment,

appearance of personnel.
Reliability;

ability to perform the promised service
dependably and accurately.

Responsiveness:

willingness

to

help

customers

and

provide prompt service.
Assurance:

knowledge and courtesy of employees and
their

ability

to

convey

trust

and

confidence.
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Empathy:

caring,

individualized

attention

the

firm provides its customers.

The service quality model of Parasuraman was extended to
include factors thought to affect the magnitude and direction
of

the

gap

communication

theory.
and

These
control

factors
processes

mainly

involved

implemented

in

organizations to manage employees {Zeithaml, et. al., 1988).
There are inherent problems associated with strategies
used by service providers that equate higher levels of service
quality as a key to efforts to position effectively in the
market

place.

In

addition,

to

date,

the

important

relationship between service quality, customer satisfaction,
and purchasing behavior remains largely unexplored (Cronin &
Taylor, 1992).
measured

and

How the service quality construct should be
how

service

quality

is

related

to

customer

satisfaction and purchase intentions are arguably the most
important concerns of management.
Using Parasuraman's GAP THEORY described above, a number
of methods and models have been developed to measure service
quality.

Among

the

most

notable

models

related

to

the

hospitality industry are, LODGSERV, and a modified SERVQUAL.
LODGSERV is a 26-item index designed to measure consumer
expectation for service quality in the hotel experience.

The

index was developed from Parasuraman's 31-item SERVQUAL scale
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and

was

specifically

tailored

to

the

lodging

industry

(Knutson, Stevens, Weillaert, Patton, Yokoyama, 1991).
Saleh and Ryan (1991,1992) analyzed customer satisfaction
at a hotel by modifying the items previously developed by
Parasuraman in developing the SERVQUAL model combined with
Martins Customer-Service Assessment Scale (1986).
questionnaire

rated

on

a

five

point

Likert

A 33-item
scale

was

developed.
SERVQUAL and LODGSERV, only measure the expectation side
of the service quality issue.

Until the perception side of

the overall equation is measured, no assurance exists that the
service being offered is the service the consumer perceives he
will receive.
The 1980's most likely will be remembered as the decade
American

business

satisfaction.

awakened

to

the

importance

of

customer

Customer satisfaction may be defined as the

degree to which the service industry delivers products and
services consistent with customer expectations.
course

is

the

same

as

the

definition

of

This of

service

quality

expressed in different terms (Cavallo and Perelmuth, 1989).
The

current

literature

of

the

1990's

on

quality

of

service expressed in terms as customer satisfaction, goes a
step

beyond

importance

of

SERVQUAL

and

management

service quality formula.

to

LODGSERV,
the

by

introducing

expectation

side

of

the
the

The process for improving service
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quality has two critical aspects.

First,

a commitment by

senior management to become actively involved in the setting
of a customer agenda, as well as establishing policies and
procedures that facilitate customers doing business with the
organization.

Second,

to

develop

service

professionalism

through hiring, supervision, training programs and employee
incentives, and development of service performance measurement
based upon the positive
aspects

aspects

(dissatisfaction)

of

the

rather

then

the

relationship

negative

(Cavallo

&

Perelmuth, 1989).
A process that provides
defining,

and

Quality.

improving

This

a methodology for assessing,

service

management-driven

quality

is

service

Total

Service

quality

program

encompasses the strong need and desire among executives of
organizations
methodology

to
for

have

a

carrying

clear,

logical,

out

service

a

and

compelling

quality

program

(Albrecht, 1991).
Total Service Quality is a family of five interrelated
menus that are critical to assessing, defining, and improving
service quality.
applied

will

The sequence in which these methods are

depend

on

the

situation

that

exists

in the

organization, the market and competitive situation, and the
leadership style and attitudes of senior management.
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The five interrelated menus are identified as:

1.

Assessment, measurement and feedback.

2.

Market and customer research.

3.

Strategy formulation.

4.

Education, training and communication.

5.

Process improvement.

These

five components

for total quality

service work

together to build service quality.
Although a great deal has been published regarding the
issue of service, service quality, customer satisfaction, and
measurement

techniques

for

service

quality,

most

of

this

literature has been applied to the service industry generally.
There is a paucity of published articles relating specifically
to

the

within

hospitality
a

operations,

hotel,

industry

such

as

especially

front

desk

to

specific

operations,

or food and beverage operations

areas
gaming

(Barrington

Olson, 1988).
MANAGEMENT PERCEPTION, ORGANIZATION, AND IMPACT
This study has focused on individual perception of a
situation rather than on fact alone.

According to Berelson

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited without perm ission.

&

20

& Steiner

(1964:88)

perceptions may be characterized by a

"complex process by which individuals select, organize, and
interpret sensory stimulation into a meaningful and coherent
picture of the world".

In other words, perceptions are one's

own view of the world.

Davis (1977:49) clarified the point.

"J act on the basis of my perception of myself and the world
in which I live.

I react not to an objective world, but to a

world seen from my own beliefs and values".

Campbell (1967)

has suggested that the various specific relationships in which
an

individual

finds

himself

are

among the most

pertinent

factors that influences his social attitude.
In

Managing

outlines

those

In

The

functions

Service
that

service industry know and do.

Economy,

successful

Heskett

(1986)

managers

in the

He calls this the 'strategic

service vision', a logical organized plan for implementing new
business and ideas in the changing environment of the service
industry.
manned

This changing service economy can be described as,

mostly

by

"white-collar"

workers,

being

labor

intensive, dealing with consumers, and nearly all producing
intangible products.

Service providers who know when personal

contact is important are able to concentrate this contact at
critical moments in the service delivery process.
Heskett's

'strategic service vision'

is a four point

blueprint for service managers for developing and maintaining
a

competitive

advantage.

By targeting

a market

segment.
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conceptualizing how service will be perceived by consumers,
focusing on operating strategy, and designing an efficient
service

delivery

handsomely.
themselves

system,

management

will

be

rewarded

The most successful service firms distinguish
from

their

distinctive position.

competitors

in

order

to

achieve

a

This produces either improved service,

reduced cost, or both.
A

better

understanding

of

the

qualitative

side

of

hospitality service will aid management in its delivery of
higher service quality.
"service"

and

A distinction must be made between

"hospitality".

Service

is

the

systematic

approach to assuring customer satisfaction and encompasses all
policies and procedures established by the organization to
meet guest expectation.

Hospitality on the other hand is the

interpersonal (human) act of caring for the guest so as to
meet

or

preferably

Unfortunately,

many

exceed

the

guest's

hospitality

expectations.

organizations

find

it

difficult to provide service because they do not know what
guest benefits drive their users, what specific behavior they
need from their team, and how to monitor and measure customer
satisfaction (Smith & Umbreit 1991).
To
quality,

date,

the

customer

important

relationship

satisfaction,

remains largely unexplored.

and

between

purchasing

service
behavior

This fact does not excuse service

providers from knowing how to measure service quality, what
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aspects of a particular service best defines its quality, and
whether consumers actually purchase from firms that have the
highest levels of perceived service quality or from those with
which they are most "satisfied" (Cronin & Taylor, 1992).
The finger has been pointed at management's inability to
let

go

of

industrial

the

old

cultures

"die-hard"
that

just

notions

don't

and

work

service sector (Shames & Glover, 1989).

traditional

anymore

in

In order to deliver

service, the cultures of the service providers,

consumers,

operating unit, and community must all be considered.
the

service

industry continues

the

to grow,

While

such problems

widespread consumer dissatisfaction with service,

as

increased

complexity of service jobs, and labor shortages (especially in
the

labor

intensive

hospitality

industry)

will

manifest

themselves and continue to make a significant contribution to
the increasing number of problems faced by the hospitality
industry (Barrington & Olson, 1988).
In order to work toward a possible first step in
addressing service
industry,

quality measurement

especially

in

light

of

the

in

the hospitality

increasing

facing the service industry in general,

this

hypothesized that from management's perception,
exists in the level of service quality,

problems

research has
no difference

but rather in the

delivery of the service (Lewis, 1987).
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CHAPTER THREE

METHODOLOGY
INTRODUCTION
This chapter presents the methodology used in this
study to gather, categorize, and interpret the information.
The

research

statements

and

descriptive

hypothesis

are

restated.
RESEARCH STATEMENTS
This study sought responses to the following research
statements:

1.

To

identify

hospitality

methods
industry

currently

used

within

the

by

management

to

measure

management's

perception

of

service

management's

perception

of

service

service quality.
2.

To

examine

quality.
3.

To

compare

quality being delivered at comparable properties.
4.

To

determine if consistency exists in management's

perception of service quality.
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DESCRIPTIVE HYPOTHESIS
The research statements outlined above can be assessed
within the frame work of the following descriptive hypothesis:

H:

It is hypothesized that there are no differences in
the delivery of service oualitv bv the front desk
of casino and non-casino hotels from management's
perception.

METHOD
The research explored the perceptions that front desk
management
quality

has

of

service,

measurement

at

service

casino

quality,

and

and

non-casino

service
hotels.

Descriptive elemental studies provide for generalization from
which a basis for hypothesis for future study may be developed
(Goll, 1981).
The research method consisted of a series of
semi-structured

interviews

management personnel.

conducted

with

front

desk

The semi-structured interview employs

the technique of using a series of open-end questions directed
toward a particular subject area.

The respondent then focuses

on that area in a conrext which is revealing of his perception
(Goll,1981).

The information obtained from these interviews

was categorized,

compared,

and evaluated by the researcher

alone to determine if there were differences in the responses.
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INFORMATION SOURCE
Information was collected from selected casino and
non-casino hotels in Las Vegas, Nevada.

Each selected hotel

must have had guest rooms totaling between 200 and 500 rooms.
Since there are a limited number of such non-casino hotels in
Las Vegas, Nevada, only three non-casino hotels were selected
for this study together with an equal number of casino hotels.
All properties were chosen by the researcher to be included in
this study.
For

each

property

selected,

the

sample

includes

interviews with front desk managers, assistant managers, or
additional management staff personnel only.

Interviews are

limited to two per property, due to the limited number of
management personnel assigned to front desk operations.
each case,
interviews.

In

the same questionnaire was used to conduct the
Each interview was tape recorded, transcribed,

and documented herein in Appendix

C.

All interviews were

completed during the period from February

8,

1993 through

March 24, 1993.
Prior consent to tape record the interviewees and use the
responses in this study was received from each interviewee,
with no exception.

In spite of this,

the properties were

designated with a number and the interviewees with a letter.
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This was done because it was determined that confidentiality
and anonymity of the properties and respondents had to be
secured.
The

transcribed

interviews

contained

in Appendix

represents verbatim responses of each interviewee.
necessary to

include these detailed responses

C

It was

in order to

compress the respondents overall responses to all questions
within categories of responses for each of the twelve open-end
questions.

In

highlighted

for

other

words,

Question

1

the

category

resulted

from

of

responses

editing

and

interpreting the respondents overall responses to all twelve
questions.

Category of Responses are found in Appendix

The verbatim responses were included in Appendix

C

B.
for

two additional reasons as follows:

1.

In order to preclude bias in the study, and

2.

To properly reflect the respondents perceptions and
attitudes.

QUESTIONNAIRE CONSTRUCTION
The twelve open-end questions asked of each respondent
are as follows:
1.

How would you define front desk operation?
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2.

How would you define delivery of service quality by
the front desk?

3.

How does this property measure the level of service
quality being offered?

4.

What training methods and techniques are used with
front desk employees who are in constant contact
with the public?

5.

What are the goals and or objectives of this
organization?

6.

What is done at this property to generate repeat
business?

7.

How does management become aware of customer dis
satisfaction at this property?

8.

9.

Why do customers stay at this hotel?

How are front desk employees evaluated? How often
does this occur?
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10.

Does this hotel subscribe to any hospitality
magazines or journals?

11.

Which ones?

How would you change the front desk operation so
that it could serve the customer better?

12.

Overall, are you satisfied or dissatisfied with
the property's marketing plan and its implications
on the front desk operation?

Why?

The questionnaire was designed to ask probing questions of
management personnel assigned to the front desk operation as
defined in Chapter I as much as to elicit the respondent's
perceptions of "fact" than fact alone.
questions were

limited to twelve

The total number of

in order to

control

the

overall time necessary to complete each interview, in thirty
minutes, or less.

PROCEDURE
A review of the work by Goll (1981) provided support for
the use of semi-structured interviews wherein
perceptions and attitudes were being sought.

respondents

This is further-

supported by Bradburn & Seedman (1979) and Oppenheim (1992).
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INFORMATION ANALYSIS
Because of the qualitative character of the research,
statistical

analysis

of the

considered appropriate.

information collected was not

The

limited number of non-casino

properties in
a 200 - 500 total room range made the sample size small.

Any

variation resulting from a statistical test of differences
could result in significant differences.
Each

interview

was

reviewed

in

order

to

highlight

categories of responses applicable to each question.
categorizations
service

of

quality,

responses,
and

service

as

they

relate

quality

to

These

service,

measurement,

were

analyzed by making two separate comparisons of the information
collected.

By so doing,

responses could be sought to the

research statements previously outlined and the descriptive
hypothesis stated above could be analyzed.
The

first

comparison

involved

the

comparing

of

the

response of each interviewee on a question by question basis
to the response of all other interviewees.
The

second

comparison

involved

the

comparing

of

the

overall response from each property to the overall response of
all other properties.
As a result of the two methods of comparison, differences
were noted and analyzed for inconsistencies.
was

also

analyzed

to

identify

methods

The information

currently

used

by
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management

at

the

selected

properties

to

measure

service

quality.
SUMMARY
The

research

statements,

descriptive

method has been presented in this chapter.

hypothesis,

and

The information

source has been identified as front desk management personnel
in six properties.

The method for collection of information

was tape recorded, semi-structured interviews.

The procedure

for collecting and analyzing information collected has been
detailed.

The

findings

of

the

study

are

presented

in

descriptive form in Chapter IV.
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CHAPTER FOUR

DESCRIPTIVE ANALYSIS OF FINDINGS AND RESULTS
INTRODUCTION
The

results

chapter.

of

the

research

are

presented

in

this

The chapter is divided into six sections:

a.

Responses to Questionnaire

b.

Analysis

of Categories ofResponses

c.

Analysis

of Differences for

d.

Analysis

of Hypothesis

e.

Identification

of

Inconsistencies

Methods

used

to

Measure

Service Quality
f.

Summary and

Findings

RESPONSES TO QUESTIONNAIRE
In

order

to

secure

and

maintain

confidentiality

anonymity of the properties and respondents,
property was

assigned

assigned a letter.
1 through

5.

a number,

and

each

and

each selected

interviewee

was

The properties were assigned the numbers

Interviewees

were

assigned

the

letters

A

through K.
Category of responses were highlighted for each question
as outlined
responses

in Appendix
resulted

from

B.

The highlighted category of

editing

and

interpreting

the
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respondents overall responses to all questions rather than
simply compressing responses on a question by question basis.
Each

question

is

not

mutually

exclusive

of

all

other

questions.
ANALYSIS OF CATEGORIES OF RESPONSES
In analyzing the Categories of Responses, two comparisons
were made.
by

First the results of each interview on a question

question basis were

compared

to

all

other

interviews.

Second, the overall results from each property was compared to
all other properties.

The two basis of comparison resulted in

the following essentially consistent verbatim responses:
Question 1.

Check-in, Check-out
Bell Service
Audit
Reservations
Housekeeping
Valet
PBX

Question 2.

Friendly Service
Personal Service
Quick Service

Question 3.

Written and Oral Comments
Comment Cards

Question 4.

On the Job Training

Question 5.

Profit Motivation
Guest Satisfaction
Repeat Business
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Question 6.

Price
Personal Attention
Facilities
Promotions

Question 7.

Comment Cards
Oral and Written Complaints
Observation

Question 8.

Price
Size
Personal Attention
Facilities
Cleanliness

Question 9.

Once Annually
Daily Observation

Question 10.

Yes

Question 11.

Add Personnel or Equipment

Question 12.

Satisfied

Except

as

categorization
question.

of

specifically
responses

noted,

resulted

the
for

each

following
open-end

What follows is a synthesis of the eleven sets of

verbatim responses of managers in capsulized form.
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Question 1.

The definition of front desk operation
included as a minimum each component
included

in

the

definition

of

front

desk operation contained in Chapter I
of this study.

Front desk operations

refers to the operations of the hotel
front office only and shall be limited
to

the

front

management
hotel

line

personnel

check-in,

handling

desk

and

responsible

for

and

the

customer

requests

and

originating

or

of

complaints

clerk

check-out,

being

directed to the front desk.

Question 2.

The

definition

of

delivery

of

front

desk ser/ice quality in all interviews
included references to quick, friendly.
and personal service.

Question 3.

Service quality measurement in eight of
the

responses

cards

as

comments.
did

not

well

resulted
as

oral

from

comment

and

written

Two respondents (E and F ),
have

comment

cards

and

one

respondent (K) did not know.
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Question 4.

All respondents indicated that
on-the-job-training was employed.

Question 5.

There

was

between

a

noticeable

the

responses

respondents
organizational

variation
of

the

pertaining

to

goals

and

objectives;

ranging from profit motivation to guest
satisfaction, to repeat business.

One

respondent (K) did not know.

Question 6.

Pertaining to methods
repeat

business,

for generating

responses

varied

between special facilities, promotions,
and personal service.

One respondent

(K) did not know.

Question 7.

There

was

respondents
aware

of

consistency
that

management

customer

between
becomes

dissatisfaction

through comment cards, oral and written
complaints, and personal observations.
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Question 8.

There

was

between

a
the

noticeable

variation

responses

of

the

respondents pertaining to why customers
stay at the hotel; ranging from price,
to

size,

to

personal

attention,

to

facilities, to cleanliness.

Question 9.

There

was

consistency

between

respondents that front desk employees
are evaluated formally at

least once

annually and daily by observation.

Question 10.

There

was

consistency

respondents
subscribe
but

do

that
to

not

the

hospitality

subscribe

between
properties
magazines,

to

hospitality

improving

service

journals.

Question 11.

Suggestionsfor
quality

in

resulted
equipment.

from

ten of
adding

the

responses

staff

One respondent

and
(D)

or
was

satisfied with no changes.
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Question 12.

The

marketing

responses

plan

was

in

nine

of

satisfactory.

the
One

respondent (F) was dissatisfied due to
lack of input.

One respondent (K) did

not know.

ANALYSIS OF DIFFERENCES FOR INCONSISTENCIES
From the analysis of categories of responses consistency
resulted in the responses to questions 1 and 2, question 4,
and questions 7, 8, 9, and 10.
The differences in Question 3, from respondents E and F
resulted from the respective properties not having printed
comment

cards

although

the

cards

had

been

requested.

Respondent K had not been on the job long enough to know what
the property did to measure service quality.
The differences in Question 5 and 6 from respondent
resulted from respondent

K

K

not having been on the job long

enough to know what the properties goals and objectives were
or how the property generated repeat business.
The

differences

in

results from respondent

Question
D

11

from

respondent

D

being totally satisfied with the

front desk operation as it currently exists.
The
results

differences

in

from respondent

marketing plan.

Question
F

12

from

not having

respondent

any

The difference from respondent

input
K

F

in the

resulted
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from respondent

K

not having been on the job long enough to

know what the property's marketing plan encompassed.
Based upon the above, there were no inconsistencies in
the differences that relate to service, service quality, or
service quality measurement.
ANALYSIS OF HYPOTHESIS
The descriptive hypothesis that there are no differences
in the delivery of service quality by the front desk of casino
and

non-casino

supported by

hotels

this

from

study.

management's

In

all

cases,

perception
the

is

respondents

defined the delivery of service quality as quick, friendly,
and personal service as supported by the responses to Question
2

of

the

questionnaire.

In

ten

out

of

eleven

cases,

management measured service quality by use of oral or written
comments or through comment cards if available, or other forms
of written comments as supported by the responses to questions
3 and 7.

In ten out of eleven cases management perceived

improvement of service and service quality by adding staff or
equipment to

provide

faster

and more

personal

supported by the responses to question 11.

service

as

Finally, in all

cases, management perceived that training was best provided
through

on

employees

the
to

job

experience

service

the

which

customer

best
as

prepared

supported

their

by

the

responses to question 4.
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IDENTIFICATION OF METHODS USED TO MEASURE SERVICE QUALITY
Only one method was identified which could possibly be
used to measure service quality.

Through oral and written

comments, (including comment cards), management becomes aware
of customer dissatisfaction.

These comments could form the

basis for analyzing the delivery of service quality at the
hotel front desk.

The comments themselves only suggest that

a problem exists.

To actually measure service quality more

information is needed.
SUMMARY OF FINDINGS
This chapter has presented the findings of the study.
The front desk management personnel who participated in the
research found a consensus of agreement (consistency) which
supported the

descriptive hypothesis.

No

inconsistencies

existed from an analysis of the differences noted from the
analysis of the categories of responses.

One possible method

for measuring service quality was noted.
Chapter

V

will

summarize

the

study,

outline

the

conclusions, and provide recommendations for future research.
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CHAPTER FIVE

SUMMARY, CONCLUSION, AND RECOMMENDATIONS
INTRODUCTION
This study was an attempt to ascertain the perceptions
that front desk management personnel have of service, service
quality, and service quality measurement.

In developing this

study, one contention was that important decisions are not
based on facts alone, but are based more specifically on one's
perception of the facts, his socio-economic background, and
his experience.
This final chapter presents a brief summary of the first
four chapters.
discussed.

Conclusions drawn from the findings are then

The chapter concludes with comments regarding the

effectiveness of the research and recommendations for future
studies.
SUMMARY
In summarizing the first four chapters, the objectives
and

purpose

of

the

study,

the

research

statements

to

be

assessed, the research method, and the criteria for selection
of

information

source

have

been

related.

The

literature

review was eclectically selected from discipliners necessary
to establish the context of the studv.

The research method
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and procedure for collecting and analyzing information have
been presented and the findings reaffirmed.
OBJECTIVES AND PURPOSE
The purpose of this study was to compare casino to
non-casino

hotels

of

comparable

size

to

determine

if

differences exist in management's perception of the service
quality being delivered by the front desk.

In furtherance of

the purpose, four objectives were identified from which the
descriptive hypothesis flowed.
Responses to the research statements in turn provided
information necessary to meet the objectives of the study.
Therefore,

the

purpose

of

the

study

is

considered

to

be

fulfilled.
RESEARCH METHOD
The research took the form of a descriptive-elemental
study.

The underlying purpose was to ascertain individual

perceptions of what real managers do in real situations.
CRITERIA FOR INFORMATION SOURCE
The information source was limited to personal
semi-structured
personnel only.

interviews

with

front

desk

management

The operational definition for the term front

desk operations has been presented in Chapter I .
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REVIEW OF SELECTED LITERATURE
The review explored the development of the service
industry, service quality, and methods and models developed
to measure service quality for the hospitality industry.
Special emphasis was directed toward management's perceptions
and attitudes as they relate to service, service quality, and
service quality measurement.
METHOD
The descriptive elemental study explored the perceptions
of

front

desk

management

personnel

to

service,

service

quality, and service quality measurement in order to support
the descriptive hypothesis and assess the research statements.
This method was confirmed as being feasible for obtaining
insight into management perceptions of a particular subject
area.
COLLECTION OF INFORMATION
The information sources consisted of selected casino and
non-casino hotels.

Information was collected through personal

interviews utilizing a questionnaire which served as a guide
for conducting each interview.

The questionnaire provided

open-end questions dealing with service, service quality, and
service quality measurement without defining said terms for
the respondents.
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ANALYSIS OF INFORMATION
Because of the
statistical

qualitative

analysis of the information

considered appropriate.

as relate to service,
were

compared

Differences

were

noted

to

on

a

from

Differences

inconsistencies

These categories of responses

service quality,

measurement

information.

collected was not

Instead, categories of responses were

highlighted for each question.

existed.

character of the research

determine

line

two
were

if

and service quality
by

line

comparisons
then

basis.
of

analyzed

consistency

in

the
for

responses

From the findings derived, several conclusions were

drawn which form the basis for recommendations.
FINDINGS
It was found that there are essentially no differences in
the delivery of service quality by the front desk of casino
hotels

compared

perception.
the

to

non-casino

hotels

from

management's

In all cases the respondents consistently defined

delivery

of

service

quality

as

quick,

friendly,

and

personal service, measured service quality by use of oral and
written comments,

perceived improving service and,

service

quality by adding staff or equipment to provide faster and
more personal service, and perceived that training was best
provided through on the job experience.
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CONCLUSION
The conclusions expressed herein resulted from analyzing
the

categories

of

responses,

differences,

and descriptive

hypothesis described in Chapter IV and are expressed within
the assessment of the four research statements.

Also included

are the findings and conclusions as they relate to the review
of literature as well as the implication of the findings and
their application.
THE RESEARCH STATEMENTS
The research statements expressed as objectives of the
study resulted in the following conclusions:

1.

To identify methods currently used within the
hospitality industry by management to measure
service quality.

Although management perceives that service quality is
being measured in some way through the use of oral or written
comment, which in most cases takes the form of preprinted
comment

cards,

it

can

be

concluded

from

the

review

of

literature that management is not measuring service quality at
all.

Instead,

management

is

only

reacting

to

negative

customer comments in order to satisfy the wants and needs of
the customer in the short term.
quality,

In order to deliver service

management must be able to measure the degree of
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service

quality.

Although

developed to do this
methods

and

models

methods

have

been

in the hospitality environment,

such

reflected

in

and

the

models

literature

are

very

complex and not readily adaptable to practical applications.

2.

To examine management's perception of service
quality.

Management's

perception

of

service

quality

has

been

reduced in this study to quick, friendly, personal service.
To serve the customer better, management perceives that this
can be accomplished by adding additional front desk personnel
and or equipment to provide faster and more personal service.
A review of the literature has indicated that management's
perception

of

service

consumers expectations
high.
knows

quality

must

be

the

same

as

the

in order for service quality to be

It can therefore be concluded that until management
its

customers

better,

the

mere

fact

that

quick,

friendly, and personal service is being delivered at the front
desk does not in itself cause high quality service unless that
is what the customer expects.

A higher

level

of quality

service is not achieved by merely providing quick and more
personal

service

unless

that

also

is

what

the

customer

expects.

Meeting customer expectations apparently is the key

to delivery of quality service.
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3.

To compare management's perception of service
quality

being

delivered

at

comparable

properties.

In analyzing the descriptive hypothesis in Chapter iv, it
may

be

concluded

that

from

management's

perception,

no

differences existed in the delivery of service quality by the
front desk of casino and non-casino hotels.

A review of the

literature indicates that the delivery of high service quality
produces measurable benefits in profits, cost savings,
market

share.

It

may

therefore

be

concluded

that

and
each

property selected to be included in this study is producing
the measurable benefits derived from delivery of high service
quality.

Since all properties are reporting annual occupancy

rates in excess of 85% annually, it may be concluded that in
spite of service quality, the volume of visitors to Las Vegas
more then compensates for the level of service quality being
delivered.
erroneous

Thus, from a service standpoint, this could be an
conclusion

available rooms.
inventory,

the

in

view

of

new-future

expansion

of

With the construction of additional room
luxury

of having high

occupancy

rates

may

become a thing of the past for those who cannot deliver a
higher level of service quality.
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4.

To

determine

if

a

consistency

exists

in

management's perception of service quality.

The analysis of categories of responses and analysis of
differences for inconsistencies support the findings noted in
Chapter IV that consistency exists in management's perception
of service quality.

A review of the literature reveals that

most successful service firms differentiate themselves from
their competition to achieve a distinctive position.
produces either improved service, reduced cost, or both.

This
It

may therefore be concluded that the casino properties are not
properly

differentiating

properties.

themselves

from

the

non-casino

The level of occupancy in excess of 85% as noted

in 3 above, may be such that the differentiation created by a
casino property may be overshadowed by the necessity for the
customer to find a room for the night.

As the advent of

legalized gambling spreads throughout the United States, the
mere fact that a property contains a casino may become less
important

as

a

differentiating

factor

and higher

service

quality may become the means by which successful casino hotels
differentiate themselves from their competition to achieve a
distinctive position.
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RECOMMENDATION
Based on the findings of this study, a number of research
topics are suggested regarding service quality and service
quality measurement in the hotel environment.
First,

this

study

could

be

replicated

in

order

to

determine management's perception of food and beverage service
quality at casino and non-casino hotels.
Second, a study should be made to identify customers
expectations of service quality at casino and non-casino
hotels.
Third, replication of this study should be conducted one
year after the opening of those properties currently under
construction which will significantly add to rooms inventory.
Fourth, a similar study could be conducted in those areas
of the United States where gaming is being

legalized and

casino hotels are being opened.
Fifth,

this

study

could be

used

as

a basis

for the

development of a model or a method for the measurement of
service quality which would have practical applications for
the hotel industry.

Based upon the findings contained herein,

anyone developing such a measuring technique must take into
consideration

the

level

of

expertise

that

management level of 200 - 500 room hotels.

exists

at

the

Such a technique

may be enhanced by reducing complexity and providing quick and
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accurate results which may readily be converted to a course of
action to improve service quality.
What emerged from the findings of this study was that
consistency

existed

service quality.

in

hotel

management's

perceptions

of

The gaining of insight into the factors

influencing what managers do in real situations is considered
to be of value to professors in undergraduate and graduate
schools of hospitality management in the development of case
studies pertaining to the changing role of management in the
service industry.
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A
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The following properties were selected and included in
this study:

CASINO PROPERTIES
Rio Suite Hotel and Casino
3700 W. Flamingo Road
430 Rooms

Las Vegas, NV.
Showboat Hotel and Casino
2800 Freemont Street

500 Rooms

Las Vegas, NV.
Vacation Village Hotel and Casino
6711 S. Las Vegas Boulevard

400 Rooms

Las Vegas, NV.
NON-CASINO PROPERTIES
Alexis Park Resort
375 E. Harmon Avenue
Las Vegas, N V .

500 Rooms

Plaza Suite Hotel
4225 Paradise Road
Las Vegas, NV.

200 Rooms

Quality Inn
377 E. Flamingo Road
Las Vegas, NV.

320 Rooms
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B

CATEGORY OF RESPONSES
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CATEGORY OF RESPONSES
The following category of responses by property was not
compiled by simply taking responses on a mutually exclusive
question

by

question

basis,

but

rather

by

editing

and

interpreting the respondents overall responses to all
questions.

The

highlighted

category

of

responses

that

resulted must be analyzed on that basis in order to recreate
this appendix.

R ep ro d u ced with p erm ission o f the copyright ow ner. Further reproduction prohibited w ithout p erm ission.

59

PROPERTY

RESPONDENTS

Interviewee
Question

1

A AND B

B

A

Check-in, Check-out
Bell Service
Audit
Customer Relations

* Check-in, Check-out
* Reservations
* Audit

I.

*
*
*
*

2-

* Personal Service
* Friendly Service
* Quick Service

* Personal Service
* Friendly Service
* Quick Service

3.

* Comment Cards

* Comment Cards

4.

* On the Job Training

* On the Job Training

5

* Profit Motivation

* Profit Motivation

6.

* Special Features
* Pricing

* Special Features
* Pricing

7.

* Oral and Written
Comments

* Oral and Written
Comments

8.

*
*
*
*

* Size
* Personal Attention

9.

* Annual

* Annual

10.

* Yes

* Yes

II.

* More Staff

* More Equipment

12.

* Satisfied

* Satisfied

Special Features
Price
Size
Personal Attention
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PROPERTY

RESPONDENTS

C AND D

Interviewee
Question
Check-in, Check-out
Bell Service
Valet
Guest Services
Housekeeping

*
*
*
*

Check-in, Check-out
Bell Service
Valet
Housekeeping

1.

*
*
*
*
*

2.

* Friendly Service
* Personal Service
* Quick Service

* Friendly Service
* Personal Service
* Quick Service

3.

* Comment Cards

* Comment Cards

4-

* On the Job Training

* On the Job Training

5.

* Customer Satisfaction

* Customer Satisfaction
* Profit Motivation

6.

* Special Features

* Special Features

7.

* Comment Cards

* Comment Cards

8.

* Personal Attention
* Price
* Special Features

* Personal Attention
* Price

9.

* Annual

* Annual

10.

* Yes

* Yes

11.

* More Staff

* None

12.

* Satisfied

* Satisfied
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PROPERTY

RESPONDE2ÏTS

Interviewee
Question
1.

E AND F

E

* Check-in, Check-out

* PBX
* Reservations
* Bell Service

*
*
*
*
*

Check-in, Check-out
Customer Relations
Bell Service
Transportation
PBX

2.

* Personal Service
* Friendly Service
* Quick Service

* Personal Service
* Friendly Service

3.

* Written and Oral
Comments

* Unknown

4.

* On the Job Training

* On the Job Training

5.

* Profit Motivation

* Profit Motivation

6.

* Price
* Cleanliness

* Price

7.

* Oral and Written
Comments

* Oral and Written
Comments

8.

* Price
* Personal Attention
* Cleanliness

* Price
* Personal Attention

9.

* Not Evaluated
Formally

* Not Evaluated
Formally

10.

* Yes

*

11.

* More Staff

* More Equipment
* More Training

12.

* Satisfied

* Dissatisfied

Yes
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PROPERTY 4

RESPONDENTS

G AND H

Interviewee
Question
Check-in, Check-out
Bell Service
Reservations
PBX
Transportation
Concierge

H
*
*
*
*
*
*

Check-in, Check-out
Bell Service
Reservations
Audit
Transportation
Concierge

1.

*
*
*
*
*
*

2.

* Friendly Service
* Personal Service

* Quick Service

3.

* Oral and Written
Comments

* Oral and Written
Comments

4.

* On the Job Training

* On the Job Training

5.

* Profit Motivation

* Customer Satisfaction

6.

* Personal Service

* Personal Service

7.

* Oral and Written
Comments

* Oral and Written
Comments

8.

* Personal Attention

* Size
* Personal Attention

9.

* Annual

* Annual

10.

* Yes

* Yes

11.

* More Staff

* More Equipment

12.

* Satisfied

* Satisfied
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PROPERTY

RESPONDENTS

Interviewee
Question

5

I AND J

I

1.

* Check-in, Check-out
* Bell Service
* Transportation
* PBX

*
*
*
*

2.

* Personal Service
* Friendly Service

* Personal Service

3.

* Oral and Written
Comments

* Oral and Written
Comments

4.

* Formal and On the
Job Training

* Formal and On the
Job Training

5.

* Profit Motivation

* Profit Motivation

6.

* Price
* Personal Service

* Price
* Personal Service

7.

* Oral and Written
Comments

* Comment Cards

8.

* Price
* Personal Attention

* Price
* Personal Attention

9.

* Annual

* Annual

10.

* Yes

* Yes

11.

*

12.

* Satisfied

More Equipment

Check-in, Check-out
Housekeeping
Bell Service
PBX

* More Equipment
* Satisfied
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PROPERTY

RESPONDENT

6

K

Interviewee
Questio
1.

*
*
*
*
*
*

2.

* Friendly Service
* Personal Service
* Quick Service

3.

* Unknown

4.

* On the Job Training

5.

* Unknown

6.

* Unknown

7.

* Comment Card

8.

* Special Features

9.

* Annual

10.

* Yes

11.

* More Staff

12.

* Unknown

Check-in, Check-out
Housekeeping
PBX
Reservations
Concierge
Valet
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APPENDIX

C
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The

following

eleven

interviews

resulted

from

interviewing front desk management personnel from six
selected casino and non-casino hotels.

In order to secure and

maintain the confidentiality and anonymity of the properties
and respondents, the properties have been designated with the
numbers 1 through 6, and the respondents have been designated
with the letters A through K.
It

must

be

noted

that

at

each

property,

exception, two interviews were completed.

with

one

The one exception

was due to personnel changes at the management level during
the period in which the interview process was accomplished.
It was determined that the results from the one interview
property should also be included in the study.
The twelve open-end questions asked of each respondent
are as follows;

1.

How would you define front desk operation?

2.

How would you define delivery of service quality by
the front desk?

3.

How does this property measure the level of service
quality being offered?
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4.

What training methods and techniques are used with
front desk employees who are in constant contact
with the public?

5.

What are the goals and or objectives of this
organization?

6.

What is done at this property to generate repeat
business?

7.

How does management become aware of customer dis
satisfaction at this property?

8.

9.

Why do customers stay at this hotel?

How are front desk employees evaluated? How often
does this occur?

10.

Does this hotel subscribe to any hospitality
magazines or journals?

11.

Which ones?

How would you change the front desk operation so
that it could serve the customer better?
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12.

Overall, are you satisfied or dissatisfied with
the property's marketing plan and its implications
on the front desk operation?

Why?

Only verbatim responses to each of the aforementioned
questions are contained in the following interviews.

Since

the responses were the only portion of the interview germane
to the research, the format used eliminated the researcher's
responses and provided a safeguard against potential bias on
the part of the researcher.
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X N T E R V X E W

1 À

1.
The purpose of the front desk operation is to keep
accurate control of inventory and availability of hotel rooms,
ah, accept reservations, process those reservations, process
check-ins, check-outs, assign rooms, provide ah, bell service
to the employees and insure that there stay is a, ah, at least
form the accounting standpoint or record keeping standpoint,
and accurate and pleasant one.
2.
Delivery of service quality ah, would be, the front desk
performing the functions of responsibilities assigned to them.
Ah, in a matter that is acceptable to our guests hopefully to
a point where the guests are impressed with it and enjoy the
front desk experience.

3.
I measure the effectiveness of the front desk three
different ways. As far as accuracy ah, we do have a check and
balance system throughout the Hotel, ah, where errors on
input, errors on making reservations, ah, are pointed out to
me either through a rate discrepancy report , or through an
accounts receivable report.
Ah, ah, another way is ah,
through guests comments that I witness myself either by being
at the front desk watching the check in process; talking with
guests and the third way is, I very closely monitor the guests
comment cards. I read every single one of them and I answer
every single one of them. Ah, paying particular note of any
problems or comments regarding the front desk.

4.
Training, ah, is a formalized training that we use ah,
where we are working with a group called the " FREEMAN GROUP".
They have identified approximately one hundred tasks or
functions performed at the front desk, we have set standards
for each
of these functions and we have weekly training
sessions
with the employees for viewing each task, the
standards
that are set forth and we check on them.
For
example,
the way a front desk
clerk answers the telephone.
I'll call the front desk to make sure that the calls are
answered within 3 to 5 rings, ah, that they answer the phone
properly, identifying the time of day, who they are.
Thank
you for calling , or Coed Morning thank you for calling the
front desk, this is Irma, may I help you?
Ah, so I will
periodically call.
Other people throughout the hotel, like
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our human resource department will also do the same thing.
Ah, the Freeman group training is more the formalized
structured ah, scheduled training. Informally ah, whenever a
new procedure comes out, or a new way to handle an account, or
we have changed the bedding of a particular room, or we now
have handicapped rooms, we now have three floors of non
smoking rooms, we will post memos out there. I'll go out and
formally and tell the clerks about the change. Ah,. If we've
hired a new clerk, ah, that's another form of training
obviously. We use the buddy system, and put that clerk with
a more experienced clerk for a period of time until we feel
that they're competent on the computer, knows the hotel, and
our procedures and that sort of thing.

5.
To make money. Ha! Ha! Goals and objectives, well, the
ah. there are many, many goals.
in fact we ah , we have a
management by objective, management by goal, system ah, any
achievement of a lot of those goals is how I earn my bonus.
Ah, not only is it profit driven and obviously there is a
budget and profit to attain, but we have a quality standards
and improvements that we set each year as a goal.
Ah, for
example, ah, a reduction of numbers vary of complaints at the
front desk, a reduction of number and severity of accidents in
valet parking, ah, reduction of complaints in housekeeping, an
improvement in cleaning supplies. All of these things are an
improvement in the amenity package.
These are goals and
objectives, ah,. Objectively or goal wise I think the ****
would like to continue to keep profits high, which will keep
the stock up, ah, we plan on expansion, we plan on a big
continued remodeling and growth, ah, there's even some talk
about some new acquisitions or joint ventures, so its a very
upward growth moving company, and that's all part of our
structure and our growth.

6.
We have, because we are what is affectionately known as
a big slot house, ah,. We have over two thousand slot
machines, ah, comparatively Ballys, which is a much, much
larger hotel only has eleven hundred slot machines. Ah,. So
we understand that the our bread is buttered with slot
machines, Ah,. We have a very aggressive, a very liberal slot
club with over 150 thousand members, both local and out of
town members. Ah,.
We entice these people to come back and
participate in the slot club, come visit us more than once,
ah, by giving away awards, prizes, ah, points, ah, points are
redeemable for any number of services from haircuts, to
pizzas, to Cadillacs, depending upon how many points you have.

R ep ro d u ced with p erm ission o f the copyright ow ner. Further reproduction prohibited w ithout p erm ission.

72

Ah, So, certainly the slot club is one way that we keep in
touch with our clientele and invite them back through
enticements, and special offers. Ah, thirty five percent of
them, market mix is bowling groups. Being the largest bowling
center in North America, second largest bowling center in the
world with six televised events a year out of our bowling
center. We are the, the Augusta, the Pebble Beach, the Saint
Andrews of bowling, and the most, if not all of our lanes
groups are repeat groups year after year. Another part of our
market segment which we call special events is a carryover
from when we had our own golf course. Ah,.
Special events
holds approximately forty golf tournaments during the year,
and because we don't own our own golf course anymore, what we
have done is made arrangements with area golf courses where
we have bought starting times and bought ah, green fees and
that sort of thing. But, we run approximately forty groups
somewhere in the neighborhood of six thousand conferences a
year come through here. Again, a big big repeat business, ah,
where local liberal where our team gifts, and our prize money
that we give to them. Ah,. As far as, as FIT'S hotel repeat
customers, approximately twice a year or three times a year I
will send out a letter.
Ah, from my guest history mailing
files thanking people for staying with us, offering them to
come back at special discounted prices during certain periods
of low occupancy. And, our repeat business right now in just
FIT'S is probably around 70 %. Bowling groups is over 90%,
special events it is over 90%.
We have big, big repeat
clientele here.

7.
Well, the obvious ways are, obviously complaint calls
from the guests, complaint letters from the guests. Again, I
read every single guest comment card, and we process about 300
a month, ah, looking for not any complaints, but compliments.
The comment card offers the guest the oppoirtunity of
nominating
an employee for special recognition.
It also
gives the customer an opportunity to bitch about a certain
employee. Ah,. So, we kind of keep in tune, not only for feed
back from our employees, which we encourage, if a guest
complains to an employee about something, we ask the employee
to inform us, we talk with the guest directly, and utilize the
guest comment cards.

8.
Well, I think they stay at the **** number one, ah, again
because of the big repeat guest factor.
We're a famous
bowling center.
We ah, our prices are very reasonable, ah,
because we are a small hotel we try to cater to those guests
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and recognize that they are repeat customers.
Provide them
with a little bit more attention then they may get if they go
to one of these big factories up on the strip.
Ah, and I
think there is a segment of the population that, that is
getting tired of the three thousand, the two thousand, three
thousand room hotels, and the crowds and lines and as the
strip gets more and more congested I think it will ah,
increase the need for people to go to little off the way
places like the ****.
9.
There isn't a structure to evaluation for front desk
employees, because they are union.
Ah, and, they will get
their annualized increase ir-regardless of their job
performance. Ah,. The evaluation comes in a negative form,
if they have made too many errors, if they called in sick too
many times, if I've got an unusual number of complaints about
them, or even one complaint.
If it is serious enough I will
call them an discipline them through warning notices,
suspensions, even possibly termination.
Ah, so their
evaluation is more negatively, when they have done something
wrong.
Ah,.
Obviously, obviously, if I've gotten a
complimentary letter about them I will also call them in and
pat them on the bead, but there isn't an evaluation of our
union people in the same sense as our non union people when we
go through an annual review there a whole form to fill out.
You talk about their progress and their faults, and their
assets, so on and so forth, we just don't do that with union
people.

10. Is this what you want? Ha! ha! ha! Ah, y a. Hotel and
Resort Industry, lodging magazine. Casino Journal, Hotel
Business, Hotels International, Lodging and Hospitality
Magazine, incidently. I'm in the January issue, AH, y a,well.

11. Because this is a, a budget or economy type operation,
our average rate here is only thirty four dollars a night. We
use the philosophy to do whatever you can to get them in the
door, they will lose their money in the casino, but I still
have to justify operating expenses against my revenues as far
as the rooms department. As a result I don't have the luxury
of staffing the front desk to a level that I would like to.
How would I improve it? I would like to see more clerks at
the front desk. That would certainly cut down on the number
of lines that I have on heavy turn over days.
That would
afford my clerks the opportunity to spend a little bit more
time with the guests upon check-ins, rather then to have to
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rush them threw the process.
Ah, people calling into room
reservations may not have to sit two minutes on hold before
somebody answers the phone if I had one or two more clerks.
So one of the ways I would improve would be to increase
staffing, right now I don't have that luxury.
Another way
that I would like to improve service, however, I have tried it
in other hotels, including Caesars Palace, unsuccessfully, is
to make a mandatory bellman policy. When you are checking in,
it is mandatory that a bellman escorts you to your room.
Check out you are on your own but, ah, I tried it at the
Dunes, I tried it at Caesars Palace.
To me when I travel I
just feel a lot more comfortable if I'm being escorted by a
bellman to a room.
Particularly if its a room that is
possibly already occupied, or a room that hasn't been made up
yet. On the way to the room the bellman could explain to me
the features of the hotel, and also show me how to get to the
room. Once the bellman has shown me, and I know, I don't need
a bellman anymore. But, I would love to see the **** go to a
mandatory bellman policy. It would never happen. Probably 20
% of the people who come in here even use a bellman or want
a bellman.
I don't know if their to cheap, to intimated, or
just think that they can carry their bags up and just don't
need one.
That is another way I would preserve it.
Ah,
although I have used concierge in other hotels, I don't think
it is necessary for this particular hotel.
Ah, but I would
like to see perhaps an assistant managers desk in the lobby to
assist people with minor problems before they get out of hand.
At the present time what happens is they come up to the front
desk clerk, who listens to their problem if the front desk
clerk can't resolve it, they take it to my front office
manager, if he is available, if not, it comes to me.
The
individual guest has already been through 2 or 3 layers of
people before they get to me. Their already annoyed that they
even had to go through that to lodge a complaint. So, I would
like to see an assistant managers desk or complaint desk in
the lobby.

12. The properties marketing plan is geared towards local
marketing.
That is what drives this hotel to slots, the
bingo, the food. As far as marketing for the hotel, the rooms
department ah, there's little if any marketing done at all.
Once in a while we may run an ad in the Arizona Republic, or
the San Diego Tribune, and, we used to run ads in the LA
Times, but found that the ad rates were too expensive for the
response that we were getting. There really is no marketing
"per se", ah, for the rooms department.
We have a special
events department that coordinates golf tournaments, generates
room business. We have lanes department, that not only runs
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the howling center, but generates many many lane groups
throughout the year. In fact, almost 41 thousand room nights
of lane groups throughout the year. And, we have a convention
sales department which generates probably another twenty
thousand room nights, ah, by bringing in small conventions,
and small groups, actually specialty groups that require a lot
of parking lot space like car clubs, boat shows, things like
that. Well we've got the space to provide them, possibly on
the strip they don't want to give up that kind of parking lot
space. Ah, so, you know, when you say marketing, I divide it
up, not only in the publicity and advertising, which there is
none, as far as rooms. And then there is the special events,
convention sales and lanes, which do obviously generate group
business.
Ah, I think it needs to be improved.
There has
been talk about a new tower here eventually.
If that should
happen, ah, we very definitely need to devote some money to
out of state advertising, and increase our percentage of FIT
business.
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I N T E R V I E W
1.
Ok.
Front desk operation at the **** is a little bit
unusual for this market area.
The majority
of your strip
hotels in this town operate a front desk on a rather
impersonal, ah, " Get em in. Get em out," numbers game type of
situation, and that is almost imperative that they do it that
way, because the number of people they deal with on an average
day.
The ****, because of its location and because of its
unique nature in the town, is a little bit more on the ah,
laid back side.
They have a little bit more time to get
personal with the customer. A lot of these people have been
coming 35 or 40 years.
They know some of the front office
personnel like family.
In turn some of the front office
personnel know some of the guests that come through here
almost like family as well.
So, although it does slow down
the operation, it does tend to bog down your " Check-In,
Check-Out" procedure, and your Reservations as well. It does
have a benefit in the fact that people keep coming back to the
property that might otherwise stray into a more desirable part
of town.

lA. The front desk operation in this hotel is very simple.
You have your front desk clerk, and you have your front desk
lead clerks
that
do
both your
"Check-In,
Check-Out"
procedures.
You have the room
reservations, and leave
reservations that handle all the reservations, individual
wholesale, whatever, and ah , then you have your night audit
crew which does not do a food and beverage night audit, it's
a compilation of food and beverage night audit as well as the
rooms division, and its all tied together within the software,
and its a rather simple procedure.

2.
The quality of service delivered bv the front desk.
I
would have to say, as I think I already mentioned, even though
your per person transaction, whether it be Checking-In
or
Checking-Out, the person coming up to the front desk is
relatively slow compared to many other places in town.
The
average guests that comes into this property spends less time
waiting in line then any where in this city. Ah, the reason
for that is, the people that have been coming here for years
and years represent somewhere in the neighborhood of 75 to 80
% of the people that come here in total, and they know to
stagger themselves upon Check-In, and they also know to
stagger themselves upon Check-Out, and I would venture to say
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even on the heaviest day a person checking in, or checking out
of this hotel never stands in line for more than 20 minutes,
verses if you go up to the EXCALIBUR, for example, where they
have 35 stations at the front desk.
On a Friday evening a
person checking-in to the EXCALIBUR will get in line at 7:00
O'clock, and the average waiting time is 3 hours.
So that,
that, that is how I would define the quality of service that
we offer downtown.

3.
Well, we measure it in several different ways.
We
measure,
we
measure
it
internally,
ah,
by
having
questionnaires not only available at the front desk, but in
each of the guests rooms that not only seek comment concerning
the service that was rendered at the front desk, but
throughout other different departments of the hotel. Each one
of these is carefully read and answered, and ah, if there is
a notation in there that warrants some sort of an action,
whether it be disciplinary or otherwise its certainly taken
into effect.
We also have ah, internally other department
heads as well as department heads within the rooms division.
That every time that you throw into a public area, whether it
be in a front office area, or whether it be in the casino, is
ever mindful, of what is going on around them and make mental
notes. If mental notes are not good enough, they'll actually
write it down on a little piece of paper, and go to the
appropriate department head and discuss what needs to be done
to render better service to the guest.

4.
We recently contracted with a group called the Freeman
Organization out of Dallas, Texas, to come into the ****
Hotel, for the first time in 35 years, to put together a
training manual.
The Freeman group has a lot of experience
putting together training manuals and operations manuals for
five star hotels on a world wide basis. They have only done
one other hotel here in town and they opened the MIRAGE. They
since have also signed to do the new MGM THEME PARK, when that
opens next Spring.
How we deemed ourselves to be in that
league is beyond me, but we did contract with them, and they
just finished their phase one putting together operations and
training manuals for this hotel. What they do is they come in
and they give you a generic manual. Their generic manual is
more keyed to the sand and surf in Laguna. It's a five star
property, and if you go through and look at your bell desk and
that sort of area you will find that their generic manual
calls for the cleaning of copper on the bell cart each day
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with Brasso and gloves and standing at parade formation. You
go through and you modify it to what you want out of your
property.
And then, probably the trickiest part of doing
this, is to going back to your long term employees, and
explaining what it is that you have compiled, and how it is
that after maybe 30 years of service, you expect them to take
these somewhat new operational procedures and implement them
into their daily work.
And very surprising, ahem, even our
long term employees in the front office area were very
thankful, that for once, we had put everything in writing.
And even though there was quite a bit of change involved in
their procedural work, they welcomed it, and I was a little
bit flabbergasted, I thought there would be a lot of
resistance to this, but apparently not, and apparently the
employees felt that after so many years of not having specific
instructions as to how to perform their duties, that now that
we had accomplished that, that in return the least they could
do was to oblige us by trying to comply with all the things we
had set forth.

5.
Well, the
greater
goals
and
objectives
of
the
organization, since we are a publicly traded company, is to
make money for the stockholders, if you want to bring it down
to a departmental level, in 1992 during the fiscal year ran a
91.1% occupancy, which is the highest occupancy that the ****
Hotel has on an annual basis. Since 1954 wasn't even close.
The previous high prior to that was an 86.4.
Course the
danger of setting an annual occupancy record, is the fact the
following year you have to come up to that same level if not
surpass it.
And being in a somewhat awkward location, and
knowing that we did in fact hit the 91.1% in 92, we have to do
everything that we can to try to at least surpass that this
year, and that of course is done through ample marketing, and
being able to discount rooms as the public so demands. It also
has a lot do once again with repeat guests, and keeping the
amicable attitude with the front desk operations such that
you're not discouraging any kind of repeat business. It's a
combination of effort of sales and marketing department and
special events department, the bowling center, and the
different tournaments that they provide for the hotel, and the
hotel rooms division in general. And if we all work together,
the 91.1 should not be hard to beat, but it is going to be an
effort for all four to come together.
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6.
Well, the repeat business once again is something that if
your go out into the general public areas of this hotel any
day of the week, you will see that the clientele of the ****
is traditionally older than most places either downtown or on
the strip.
You will also find that even though it doesn't
really affect the rooms division the local traffic is also in
the older age group. I would venture to say that the average
hotel guests that stays overnight night in the **** is
probable over 55 years of age.
A lot of people when they
become close to retirement or somewhat, somewhat, well into
their middle age years they don't really need the hustles and
bustles of the MIRAGES, TROPICANAS, or the GOLDEN NUGGETS, and
their here for a very specific purpose.
They don't want to
necessarily be running up and down the strip from one property
to the next to check out the waterfall, or the showroom at
Caesars.
They just want to come and get a nice clean room,
have a place that they feel comfortable, its reasonable
priced, where they have food available to them at the four
different outlets that we have, and also have the slots and
the live games.
The bowling center in some cases, and the
sports book, and if it is all compressed into one and its easy
access and something you don't fell intimated by then, ah,
then they'll come, and they do. They come 3 , 4 , 6 times year.
One of the things I've learned in the 6 months that I've
worked on the strip, is if you go down to managers on the
strip, and you ask them if you ever thought about soliciting
senior citizen business, and they will always say, well, "yes,
we have, but you have to consider they are on a fixed income."
Well, yes, they are on a fixed income, but in this day and age
we need the senior citizens that are sitting with a fixed
income of $100,000.00 a year, and a lot of people tend to
forget that, and your middle class, by federal definition is
roughly
$35,000.00 a
year, (and)
most of
the retired
individuals that you see coming into Las Vegas have a fixed
income that far exceeds that.
So, we sit back and offer a
very quite, tame, somewhat sedate casino atmosphere for those
people that are, or are very close to the senior citizen age,
and they in turn bring this "what be it" fixed income. They
Bring their expandable part of that fixed income into the
hotel and they are more then willing to part with it, and we
turn a tremendous profit based on it.

7.
Well, its very easy, you can usually hear them in the
lobby,
ah.
Customer dissatisfaction is something that
obliviously a manager in any property needs to know about. A
lot of people were intimated about trying to get in touch with
management to let them know that either an individual or a
particular piece of equipment, or something was wrong with
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their hotel room, or something didn't work properly.
They
just feel, well. I'm only going to be here 2 or 3 days, and It
really doesn't matter that much, so what if they didn't bring
any towels, I got enough washcloths to get around it. In
management you never know where your failures are unless
somebody points them out to you, and it is very nice to sit
there and go for a week at a time and not hear anybody
complain about anything, but you become very suspicious after
a period. You start thinking there is something going on here
because you may have previously dealt with 4 or 5 dissatisfied
guest on a daily basis.
If you go a week and don't hear
anything, obliviously something is wrong. I would much prefer
to give the guests every opportunity to complain. Many times
the guest complaint is not going to be warranted. Sometimes
there is personality problems between the desk clerk or a maid
and a hotel guest. Sometimes guests expectations is a little
bit more than what it possibly should have been, or sometimes
the guest is just in a bad mood.
Ah, you have a person who
comes into town who figures they have 2 or 300 hundred dollars
for gaming for a week-end and they come down after they check
in and they go over to our dollar slot machines. They buy in
for a hundred dollars worth of tokens.. They go through that
in 10 minutes and the wife does the same, now all of a sudden
they have been here for an hour and drove 6 hours to get here
and in 45 minutes to an hours time they are broke. Well, they
can't complain to the slot machine, it's nothing but an
electronic piece of metal, so they go back up to the room and
all of a sudden the TV doesn't work the way it should, all of
a sudden the maid didn't clean the room the way she should,
all of a sudden they didn't get the room that they should've,
as a matter of fact they were over charged for the room, and
all of a sudden that person becomes lashing out, because they
somehow departed from their money and they have nothing else
to do for the week-end, so they're going to complain. But the
vast majority of complaints that you get, there are some basis
to it. Sometimes its exaggerated, but there's a, there's a,
there's a kernel of, ah, reality in every complaint and you
have to learn how to shake off of the chaff from most
complaints and get to the real cause.

8.
Well, once again its the accessibility, the lack of
feeling of the intimidation that I think some of the people,
some of the people, senior citizens age or even marginally
less feel going into a much more upbeat strip situation, (and)
Another thing that we found, or at least I found, is because
of the physical structure of the public area of this hotel,
and the way that the hotel was initially built, and the way
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that it was physically expanded, its very spread out. Its not
the aisles and the walkways between the banks of the slot
carrousels etc. are probably wider than anywhere else in town,
and thus, even though it was not done by design initially, we
will fall within the new A to A ranges, as far as people with
disability, and we have a lot of people coming into the hotel
who are using walkers, wheelchairs, and those sort of devices,
and it is much more accessible and they have clear access to
all the public areas then you will find in just about any
public area in any other hotels. That is not to say that the
average person coming into hotel "per se", is somebody who
would benefit from the new A to A guidelines. However, there
is enough of the people here on a local basis, and they come
in to stay in the hotel that it does make a difference, and
especially for those people after they experienced a physical
property that is more in keeping with their needs.
They're
bound to return to that property because they know the
pitfalls of going to a place that does not physically have the
availability for those particular apparatus that they may
employ.

9.
Front desk employees are evaluated on a constant basis,
ahem, I guess more in line with the question that is asked,
all the front desk employees at this hotel, as many other
hotels in town are members of the local Teamsters Local 995.
And of course any, ahem, any pay increases are dictated by
contract, ahem
There is a clause within the Teamsters
contract that calls for merit pay increases, but this hotel
does not necessarily involve itself with those type of pay
increases because its unfortunately something that the union
has a tendency to come back at you with a setting precedence.
So rather then setting a precedence we usually just go with
the annual increase. However, there are other ways that you
can reward an employee other than a pay increase, and ah, we
try to take those individuals who have shown that they are
above and beyond the standard that we would expect and are
diligent about their job and want to reflect not only well
upon themselves, but well upon the property.
We ah, we are
very lenient and very generous as far as going back to this
person and offering them certain perks within the property
that they might not otherwise be entitled to.

10, As far as periodicals that comes into the rooms division
of the hotel we have several, most of which are tied to the
American Hotel and Motel Association in one form or another,
but not exclusive to that one, of which is a lodging magazine,
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which is an organ of A jay in May, and then there is Just
Hotels which is also a periodical put out by the , I take that
back, it is not , its an international magazine of the Hotel
and Motel Association.
Then there is Hotel and Resort
Industry. Lodging Hospitality, and locally here in the state
of Nevada there is Casino Journal. And once again this is
just in rooms division, ah, there are other periodicals that
are put out I know for food and beverage, couple for
housekeeping. There are even some surprisingly few, but there
are some that are put out strictly for gaming and I would
venture to say that if your were going to a hotel casino
complex and try to round up all the periodicals that either
are subscribed to, or that are given to on a free basis annual
level, you probably are looking at 3 dozen or more periodicals
that are either weekly or monthly, not all of which are aimed
at the rooms division.
Most of the things that are coming
into our section have to do with marketing, have to do with
cost control, have to do with new and innovative products that
come out to either upgrade a room, or upgrade your public
areas,
or
upgrade
your
housekeeping
staff,
or your
housekeeping ability, but ah, most of the periodicals that are
put out on a national level are not geared to a hotel casino.
Most are geared to an L. A. Hotel, or New York hotel, or
something along those lines. Where you would find such things
as your mini-bars and I can't think of any one property in
town that would even think of putting in a mini-bar, because
the whole concept of operating a hotel room in Las Vegas is to
discourage the person from staying in the room.
You can do
that overtly, or you can do it covertly, but I don't care
where you go they are going to discourage a person staying in
a room, so the last thing you want is a little mini-bar set
off to the side so the person can go over here and get his own
drink when he needs it.
If that person is going to get a
drink, you're going to force him to come down back into the
public areas, walk by 6 or 7 slot machines in order to get
that drink. Then after he finishes the drink he is going to
have to walk past those slot machines again to get back up to
the room. It works the same with room service. Room service
in this town, I don't care where you go, you can call down to
the Room Service, at 7 o'clock in the morning and order a pot
of coffee for 2. That man could be setting at a room station
less then 50 feet away from your door, and you will not get it
for 45 minutes, because the next morning when you wake up,
rather then call room service for that cup of coffee for 2,
you are going to remember that it took 45 minutes, so your
going to put on something and so is the other person who wants
another cup of coffee, and your going to go back down into the
public areas. You're going to walk past the slot machines to
go sit down to have a cup of coffee.
Then you're going to
walk past the slot machines to get back to the room.
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Everything is geared to getting you out of the room and these
magazines and periodicals are put out to try to enhance the
stay of people in the guest room, and that is not what a hotel
does in this town.

11. Well, I've thought about that, and I'm not sure that I
would.
We have probably as well organized and computerized
hotel system that we could possibly utilize in this property.
Its not to say that if we were to go to another property the
exact systems that we utilize here would be applicable. There
are many newer technologies coming out that someday will be
introduced into Las Vegas.
One of which they haven't
perfected yet, but it's the automatic check-in.
We do have
the video check-out capability here at the ****, and many
other places in town do as well, and that pretty much has been
worked out, but the automated check-in which they currently
have in some larger east coast cities, and I believe that they
have a couple systems now operating in the Los Angeles area.
I don't know of any place in town that is even close to
putting that on line and I'm not sure that I would be
interested in doing it in the first place, cause I think that
there has to be a certain amount of give and take between the
individual
coming
into
the
hotel
and
that
hotels
representative is going to be the first person that greets
them and services them, and I'm not sure that if you eliminate
that, that you are doing the guest a favor. I would have to
see it in person, in this market area. And outside of that,
I can't think of anything that I would do to change the
technology of our front desk operation and I certainly
wouldn't want to do anything to change the overall personnel
of our front desk operation.

12. Overall I think the marketing for this facility could,
ah, could be a little stronger in some key areas. I find that
they don't ah, excuse me.
Debbie, I'll get that ready for
you. Oh, great. Thanks. Excuse me, they, ah, marketing of
this hotel is ample and it does a great job. However, I find
being fairly new to the property and probably not having been
here for many, many years and not being accustomed to some of
the old tried and true marketing techniques that they have
employed for many years, I think they have allowed some, not
necessarily
innovative,
but
certainly
some
marketing
opportunities to go by and I'm not sure that ah, that they
wouldn't be very successful if they took an updated look at
this, some rural approaches.
One of the things that this
hotel has traditionally not done, is they never have gone
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back, to my knowledge, and researched their casino personnel,
and tried to ah, turn around and use that in a marketing
manner, and ah,
that includes the slot personnel as well.
Because we have a slot club here at the hotel, as many of the
hotels here in town do, and because this is all geared around
a boat type thing and once you first belong to the slot club
you become a pilot, and then you ah,
after you have
accumulated x number of points, which points to x number of
dollars which have gone down the drain and the slot machine,
you become a captain, and then alternately you get to be an
admiral.
Well, we have probably 6 to 7 hundred admirals
within this 3 quarter of a million member slot club, but you
have to understand that to be an admiral in this slot club you
probably have to go through , whether it be quarters, dollars,
or whatever increment of play, you had to go through at least
150 if not 200 thousand dollars. Not on an annual basis but
accrued, it would be somewhere in that dollars ballpark to
qualify as an admiral. And I would certainly think that these
people deserve some sort of marketing technique thrown at them
to invite them back on a freebie basis to give them the rooms
for a week end. You know that they are going to play the slot
machines. Anybody who put that $150,000 thousand dollars into
a slot over a 5 or 6 year period is gonna play it and you
don't have to charge them for a room. I mean, that's not the
nature of this town anyway. Ahem, but they don't seem to do
that, and they don't seem to take the sporting events as a
marketing tool. Every place in town that I'm aware of has big
gambling weekends for the super bowl. We had a big screen but
that was it. Ahem, most places that I know of in this town
also make a very big, ah, marketing effort out of the Kentucky
Derby weekend and ah, we have nothing . I think that ah, I
think as far as marketing, I think they ought to look at some
of the, some of the gaming related weekends that we invite,
not just your live cash line players or credit line players,
but those people that are serious slot players, that you have
a track record on, and really think about doing something to
encourage these people to come back bi-annually, quarterly or
to a special weekend.
Not just New Years, or, not just the
old tired and true weekends for casino play.
As far as ah,
these marketing efforts, and how they impact the front desk
operations, I really don't think they do. And I don't think
any new ones they set up will really impact the front desk
anymore so then anything that we currently have.
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X N T E R V X E W
1.
Our front desk operations, our main goal is to have them
run smoothly. Uhm, our operations are mainly people checking
in and out, we have cashiering, uhm, all our clerks do both
cashiering and checking in s o ....

lA. We do, uhm, that would be guest services and once the
guests at the front door they're asked if they want us to take
their bags or if they (unable to hear speaker)

IB. Our department is under our jurisdiction here and mine
specifically would be valet, we all have our own supervisors,
every department here has their own supervisor. Uhm, if they
had a problem they couldn't handle they would come to the
supervisor or the hotel manager and that would be everyone
under our area that would be valet, guest services,
housekeeping, and any of the hotel pool areas. So uhm, that
would be our front desk operations.

2.
Well, here at the property, the ****, they're welcomed to
every department whether its the (unable to understand
speaker) or the cafe. Here at the front desk, we welcome them
to the ****, uhm, once they get to their room then our
housekeeping attendant leaves them a card telling them that
this is their name again welcoming them to the Rio and hope
they enjoy their stay. Theres jusz so many different ways we
try to make the guests feel comfortable. I mean our service
is our main thing and that's what brings people back. And ah,
we have lots of advertising, like you know we have, that you
know, welcomes everybody here. Every department has their own
way of doing it. Its such an important thing, you know, to
get people to come back.

3.
We have our guests comment cards. We encourage every
guest that stays at the **** to fill out a comment card, uhm,
whether they're good or bad, uhm, we read them all and then
they're forwarded to our management, our upper management.
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3À. We would follow up on any uhm, if their stay, their stay
was uhm, terrible. We would call that person. We hope they
would leave their address uhm, or phone number so we could
follow up on this.

4.
Uhm, once we hire someone to work here, ah, that deals
mainly with the front desk, that person is trained back in
reservations for a few days to get an idea of our rate, uhm,
all our codes, everything we use here, how to put in a
reservation, it just depends on how much experience they've
had as to how much training we need in each department. Then
again, the person who operates the front desk, uhm, we usually
just have them stand by one of our other clerks and they watch
the procedures.
When
they're comfortable
(unable to
understand speaker) then eventually, usually a day, two,
three, it just depends on the person we then give them a
(non-understandable) then they end up doing all of it,
checking in, checking out, cashiering, all of it, so that
would be the training.

5.
I feel our goals, my goals, working here at the front
desk is to make sure that every guest that comes to the ****
enjoys their stay. Uhm, if they don't, we want to know why.
The goal for the employees are to make sure they all get along
while they're here, they have things to do at their work, and
to just make sure things run smoothly. If they don't, we want
to know why, uhm, and then we confront those problems as we go
along.

6.
Uhm, for example, someone like corporate guests you
always come back to send out corporate letters if we're doing
any specials (non-understandable) say like stay at the Rio one
night free, uhm, we'll give you a discounted rate on the
second night uhm, and they're always sending out fliers,
brochures, uhm, running specials, you know, hoping to get
people to come back.
I think, uhm, this and the service is
one main reason people come back to the **** is we are so goal
orientated on the service we want to make sure that its the
best and people like that.
They like the "one on one" and
that with the specials I think bring people back.
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7.
Because we'll either call someone or due again to our
comment cards once they've left the hotel we always follow up
on them. We want to know what happened, what we can do so it
doesn't happen again. We take our customer dissatisfactions
very serious. Uhm, this is the way we learn from our mistakes
and hope it never happens again.

8.
uhm,
that
them

I think I answered that earlier just because the reason
you know, we want to do everything we can for them and
"one on one" makes them feel real special and that brings
back again.

9.
Every person gets a yearly evaluation and then what we
like to do is what we call "mini evaluations" every 3 or 4
months lets a person know how he's doing (non-understandable)
his yearly evaluation then, uhm, the mini evaluations are just
as important as the yearly one 'cause that acknowledges how
the person is doing and then they can improve on little
things.

10. I know they do, I know the hotel manager gets them, uhm,
if we get a chance we look at them, as far as the names of
them I'm sorry, right now I just don't know them.

11. I don't know if this is really changing the front desk
operation, I guess the ideal thing would be enough people to
give everybody uhm, you know, when you feel rushed and you
just don't have the time that you'd like to spend with each
and every single person.
It would be nice to have enough
staff and people to just say, did you really like your stay or
if it was your first time I think you have to be really quick
and just get to the next person. Sometimes that's not really
fair but you do what you have to do. I think that's one thing
I would change if I could but its beyond reality.

12.
work
only
game
job.

Uhm, I'm very satisfied.
This is a great property to
for, uhm, its marketing plan is great, uhm, we have not
in transit people staying here but we have locals. The
plan, whoever is doing it, I think is doing a wonderful
They're always trying new advertising, things to get
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people to stay here, uhm, you know, whether its just running
ads or TV or whatever, I think they're doing a fine job and
its a great place to work, you know.
I know also that our
other employees feel that way and it makes our guests feel
comfortable knowing that people are smiling and it just
trickles down you know, it shows everywhere.
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I N T E R V I E W
1.
Ah, the departments that make up the front desk would be
the ah, front desk clerks, assistant managers and the hotel
manager.
Uhm, we also have bellmen which work very closely
with us, uhm, valet and housekeeping.
We're all considered
hotel departments and we all work closely together to run a
smooth hotel operation.

2.
The delivery of service is very efficient, ah, the clerks
are very knowledgeable and they're very friendly to our
guests.
Ah, we strive for customer service and that's what
our goal is to provide the best customer service we can.

3.
Ah, on a scale of 1 to 10, I'd say we rate a 10 as far as
customer service. This may sound pious but that's my opinion.

4.
Ah, we do have, ah, once a month we do have, ah, employee
meetings on a regular basis, ah, we always do, ah, once a
month we give each clerk an evaluation, ah, one is done where
they know we're giving it to them, one is done where they
don't know we're doing it. We'll stand behind them, listening
to their verbiage on the phone, how they come across, their
eye contact, etc..

5.
Uhm, our goal is to have 100% occupancy every night and
ah, our objective is to provide great customer service and to
keep our customers coming back.

6.
Well, our restaurants are about the finest I think in Las
Vegas.
Uhm, our buffet has been expanded, we have a lot of
locals that come for that. Uhm, our casino has been expanded
as well due to our increasing business.

7.
We strive on our guests writing comment cards whether its
a good comment card, a bad comment card, uhm, we want to hear
their comments in any way and how they feel.
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8Because of the quality of our rooms. Our rooms are one
of the nicest in town. Theres suites and the rates are very
reasonable and affordable.

9.
They're given a mini evaluation every 3 months and
they're given a yearly evaluation once a year.
Ah, their
evaluated on every aspect of the front desk, their eye
contact, their appearance, uhm, getting along with their
co-workers.

10.

Yes we do and yes I am.

11. Well, I don't really feel we need to change, ah, my
philosophy is "if its not broke theres no need to fix it".

12. I am very satisfied. Very satisfied with the operation
on the front desk.
Uhm, a lot of our marketing is done in
newspapers out of state, the L.A. Times, uhm, Arizona,
different papers around the country.
Uhm, so I'm real
satisfied, I think our marketing department is doing a very
fine job.

r
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XNTERVIEW
1.
First of all, I want the people to be friendly, friendly
treated, a warm welcome extended, and very good service and
house keeping department. This very important.

1À. The different areas of the front desk, we have one desk
clerks who check the people in the rooms, we also have PBX
operators and we also have reservationists and the bell
captain.

IB-

No, we are not.

1C. We have everybody trained that they can help out in each
situation.

ID.

Yes we do.

IE.

No.

2.
My most important thing is, friendliness, courtesy.
I,
we have to deal sometimes with very irate guest, and my motto
is, be friendly, if they see a friendly face their madness and
angryness goes a little bit away and sooth and smooth things
over and this is what I tell each desk clerk.

I
;
3

\
1

3.
Eight now er, since I'm only since January the 6th the
hotel manager, I still have a few problems on the front desk
which I will iron out.
I'm not to happy with a few clerks.
I do get reports where they're not to courteous and a little
bit rude and this is something I won't tolerate.
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4.
Our supervisors are out there with the new employees and
train them.

4A.

Daily monitoring.

5.
The goals is I want our guests repeatedly to come back
and that they're happy. Then I know we are doing a good job
in house keeping and also on the front desk.

6.
We do have a lot of repeat business so I know it is a
sign that we are doing something right, ha, ha.

6À. I have requested comment cards and in this way we also
have the guests addresses and I would like personally send
them at Christmas, maybe a Christmas card.
That makes each
guest feel special. This is my goal.

7.
The guest comes to the front desk or sometimes they write
letters and I do respond to each letter and I will talk to
each customer what is not happy here and would like to talk to
me.

8I think they get treated very nicely and we have a fair
price on the rooms, the rooms are very clean.
Up to now we
have never had one deficiency that I've heard about so I
personally go into the rooms and check after the inspections
to satisfy myself.

9.

My goal is to evaluate everybody in each 3 months.

10.

Yes we do.
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lOÀ. That'S correct.

11. Right now I want to make 3 lines. Two for check-outs and
one for check-in because I don't want a customer to wait when
I got lines here a mile long for check-out and check-in and we
need an express check-out line. This hasn't been taken care
of and this is what I would like to do, you know, so a
customer doesn't have to wait to long in line.

12. I'm very happy. Things have gone really good and I work
very closely with marketing and sales.

12a. That's correct.
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I3STTERVXEW

3

F

1.
Well there are several.
We try not to just categorize
individual operations. Front desk operations mainly checking
in and out guests, uhm, trying to solve any problems they may
have. Lots of PR, we don't want to upset any of our guests.
That's about the best I can define it I guess.

lA. Bell is, bell is a whole different area however the desk
clerks do carry luggage, take towels if necessary, what ever
is needed, they do try and do.

IB. The shuttle driver, we usually have one, he runs both to
and from the airport that's all we're assigned to do.

1C. Hotel operators... they do a little bit of everything
actually, they take reservations, they screen phone calls,
messages, try to solve problems over the phone when the front
desk is busy to try and keep things at a minimum roar when
theres a large week-end, so...

2.
Myself, front desk quality here could stand
We have to many new people right now to really
finer points, however, they are learning and they
when they make a mistake and they are good with the
that's what we basically stress is politeness,
friendly, smile, and be as helpful as possible.

improving.
stress the
do realize
guests and
always be

3.
That I don't think they do, not to my knowledge anyway.
If they do, they haven't made the supervisors aware of it, ha,
ha.

4.
Well first we try to find somebody who has already been
in an hotel environment. Ah, we try and get at least 6 months
experience, however that isn't always possible. We do have a
manual that we made up earlier that shows the basics and then
we always try to stick the person, the new clerk, with a clerk
that's been here and knows the operations and just follow them
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along for at least a few days. Usually they can gather things
quite quickly. The computer system is very simple so its not
the computer its just the basic knowledge of how things should
be done but we try and work out as we go along. Sometimes the
new people are thrown into it a little to quickly ha, ha, but
we always seem to survive.

5.
Our goal basically is trying to keep the hotel 90 to
100%, and to always get repeat customers.
We like lots of
customer satisfaction and don't like complaints.

6.
We do get a lot of repeat business, ah, frequent guests
we try to give them our lower rates or they call and we know
them by name and like no problem we can try to get you in and
we try and squeeze even when we're at our filled out status
squeezing the people in so that they won't always come back.

7.
Basically through the customer themselves.
Ah, first
they go to the front desk clerk and the clerk notifies the
supervisor and if I can not solve it or the other supervisors
then we notify the hotel manager.

8.
I would think, especially the repeat customers like the
service.
I don't think it has anything to do with... well
maybe some of it has to do with the price 'cause we are a low
priced hotel, ah, the most we've ever heard is the way they've
been treated when they come in.

9.
I don't believe we evaluate. I've been here over a year
and a half and I've never done an evaluation on an employee.

10. We don't receive them, if they get them upstairs in the
executive offices I have no idea. I've never seen one.

11.

J would, myself, like to have a regular training program
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set up away from the environment at the front desk, where they
have tests (background noise covers speakers voice) uhm,
customer service type programs, orientation program. I've gone
through several of those when I worked at another casino.
Then give them something to show they have passed customer
relations programs, basic knowledge, things like that.

11À. Well, I have to think of how its actually set up.
I
think the way they do the reg card system. The computers are
so far apart, theres a lot of running back and forth.
We
don't have enough printers for when the guests are checking
out, we have to run to one and if one of them is down we have
to all run to one and if its tied up s o —
it would be a lot
easier if we had one printer for each computer actually.

12. I personally feel marketing could do a whole lot better.
They like to sell us on Saturdays which just kills us on
Fridays. If it was marketing myself I would try for the front
desk sake to sell both nights on a week-end. Otherwise, we're
stuck with Fridays and can't get rid of them
and it just
makes it very very hard.
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I N T E R V I E W
1.
Ok. ah, our front desk operation we've got really four
components. We've got our Bell Staff, Reservations, the actual
front desk, and then, we also have connoisseur services. Our
operation, the front desk, in a nutshell, ah, what their job
duties are, the operation for their position, would be, (Your
normal, "Check-In, Check-Out" procedures), answering any
questions that come up regarding anything about the hotel
and/or the city or surrounding areas. Ah, also answering are
the PBX operators, and are always in direct communication with
the bell desk and services that they provide.
Ah, our Bell
desk has two different services that we break it down into.
One is transportation, the other is on property services, on
property services they would be responsible for laundry,
getting laundry to and from the guest rooms, out to the
laundry agent that comes and picks it up on property.
They
also deliver packages, and messages to conference rooms and
that sort of thing.
Just a lot of delivery services inside
the hotel.
Their second function is transportation.
This
would be their van driving capabilities which include,
transportation to and from the airport, and also to and from
parts of the strip, and we have actually limited that service
a little bit to provide for more time on property that they
are able to be with the guest.
Probably the most important
part, I just forgot, is helping guests up to their rooms with
their bags, also providing a basis of knowledge to the guests
on property, as their are walking the guests to their rooms,
pointing out the different services that we have. Concierge
services, these would be mainly in welcoming V.I.P.'S into the
hotel that we have, checking to make sure that they have
everything that they need, solving any type of problems that
they might have.
They are also our shipping department, so
they do a lot of our shipping and receiving duties of
packages, which then the packages are given to the bell staff
and are taken up to the rooms, making show reservations,
dinner reservations, and also answering any g[uestions that
come up.
The fourth , which would be our reservation
department, is basically what it says.
Taking and making
reservations for future dates. We will do some group bookings
out of that department, but not necessarily too many at all.
That basically is the definition of our front desk operation
in the four departments that we've got.

2.
Ok.
ahem, I

ah, for delivering service quality to the guests,
really don't have a basis of saying, I do have a
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basis of saying this is good, this is bad, ahem, what we try
to achieve is when the guests come in, a very friendly
attitude, we try and learn them by their first name as much as
possible, unless that makes the guests feel uncomfortable.
Ahem, a lot of em as seen by the front desk they automatically
know who the people are. We have a lot of repeat customers,
ahem, so it is not only the front desk who knows who they are.
Concierge services, Bell staff, ahem those guests in turn go
back to the people who have helped them out.
If one driver
has gone out of their way for them, then that guest will
normally ask for that driver by name. Ahem that's the type of
atmosphere that we try to achieve, a very relaxed but
professional atmosphere.

3.
Ok. Ahem, the property measures it of course, on either
guests compliments or guests recognition of the property. Ahem
I've got a book, if you would like to see it, which are
letters from a lot of the groups, because group people, heads
of the groups, are the ones that normally write letters in
reference to the service, and I will be more than happy to
show you the book. Generally, ahem that really will determine
how we are doing on services' as guests satisfaction or
displeasure so actually the guest is measuring the level
service that they are getting and that is pretty much what we
go off of.

4.
Ok. Actually ahem, the training methods and techniques
are looked upon even before the person is hired. I would much
rather take a person who has a personality ah, train them on
the front desk if they have no experience then somebody who
has a lot of experience, but with no personality. Ahem, so a
lot of that comes with the person and that is looked at way
before they are even hired.
Ahem, then going off of that
basis, ahem they're given the atmosphere to get to know the
guests, they're allowed to walk out from behind the front desk
and socialize a little bit with the guests.
Ahem, if that
basis comes up, so a lot of that is just getting to know the
guests, getting them relaxed and comfortable with meeting the
people. Ahem a lot of times we'll, when we give them tours of
the property, ahem, there will be certain areas where we will
put them so that they have to communicate with the guests, and
see how they do in that atmosphere.
Ahem, a lot of, we try
and work on their phone etiquette, and try and get that to the
standard that we want, making sure that they are using certain
phrases, ahem, if people are away from their desk, keep
telling them that the person they are trying to get a hold of
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isn't too busy to get back, to this person its' just that they
are unable to. Ahem, just in the way that a lot of things are
perceived by the other people. Grooming their language, and
ways about them are really the major training points dealing
with the public, because like I said personality is 95% of it.
Everything else is just how it comes out of the persons'
mouth.

5.
Ok. Right now, ahem, our goals and objectives for 1993
are a lot different then they have been in the past. Ah.. I
don't know if you know or not ahem, was at one time and they
just came out of chapter 11, ahem, so they are trying to trim
back and get to the point where they're running the way they
should be running and that has reflected a lot on the property
even though the company has gone quite decentralized. Of this
property, of course, its to make sure that you meet your
bottom line figures.
Ahem, the one thing that we like to
concentrate on, which is a goal of mine is to make sure that
I'm not burning out my employees. Ahem, they work long hours
at the front desk, they don't usually get ah, sometimes if you
see the tension getting to them, make sure they are getting
their breaks, or extra breaks depending upon what the situa
tion is, ah, so I've got kind of a twofold for mine, so one is
my employees, and the second is the guests, and to just make
sure that we are the best non-gaming hotel and I think that
right now we are achieving that goal. Our major competitors
namely **** and ****, I think we are out doing their employee,
their personality of their properties ahm, completely. Ahem,
its not even a competition anymore. Ahem we used to strive to
be as good as the ****.
in 1992, now we're, we think that
we're above that, so we think that personnel wise we probably
got the best, best people in our market, which is the
corporate market, and in fact we have stolen away quite a bit
of business from the different properties.

6.
This kind of goes back to one of the questions before
hand, ahem , it's just our employees try and get to know the
guests, ahem, as a person and not just as somebody that brings
money into the hotel and goes, ahem, so it's getting to know
the guest, making sure they're happy and going out of our way
to make them happy and if they need something to do it the
best they can. We don't frown upon, like I said, if there is
a problem, or the guests want to talk to a certain employee,
then that employee. I don't have a problem with him leaving
the desk for a couple minutes to go ahead and deal with that
guest, if that is who that guests feels that they want to talk
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to.
Ahem, and all our employees on the front office have
capabilities in making decisions in regards to the guests. We
try and push that they make a decision, instead of pawning it
off to the next level of either supervisor or manager. Ahem,
we stand behind most any decision that is made as long it is
going to help the guest in some way.

7.
Ahem, a couple different ways. One is obviously somebody
coming up to the front desk and demanding to see a manager, if
there is a problem, ahem, the other is usually there is
managers on the floor, ah, myself. I'm at the desk. I'm at the
Bell desk.
I drive people to and from the airport, I help
people up with their bags, ahem, and yet a lot of the managers
are actually on the floor, so they're working, they hear you
know, you work a table in the restaurant, and the manager
hears a comment heard, they know that for some reason that
person is unhappy. Ahem, it's the same way at the front desk,
if I overhear somebody coming up to the desk and complaining,
then I know there is a problem, ahem, like I said going back
to the last question, most employees are able to make some
type of decision to resolve that problem before it gets any
further. I know that on the front desk, normal, I don't want
to say procedure, because it's not a written procedure, ahem,
normally the front desk is asking how their stay was? And if
there is a problem, then it's brought back to our attention,
even if it wasn't something the guest wanted to say, ahem,
when you are asked you're going to answer the questions, so we
try and ask every guest, how their stay was. If there was any
problems, we try and rectify them before they leave.

8.
Ahem, obviously it is not because of the name ****, ahem,
there's a lot more places, there's a lot of other places that
I would rather stay then a ****, jbut as you probably seen when
you walked into the front door the name does not really fit
the hotel, and/ or the personality of the employees. And a,
I think they stay because of the employees.
They may not
particularly like the room, or the set-up of the room, but if
their are being treated nice by the employees, ahem, that's
probably the number one reason why people stay here ahem,
because we do get a lot of other customers from other hotels
that they've either walked, or referred over. They will come
back here then go back to where they were originally supposed
to stay next trip or, for the rest of their stay. Then it is
just because we try and treat every guest as you would want to
be treated yourself.
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9.
Ahem, on a written format for financial reasons it would
be, we evaluate once a year, whether they get an increase in
their salary or not. Ahem, but actually they are evaluating
each and every day, ahem, if I go out there and they're doing
something wrong then I will let them know, ahem, how we can do
it better, different ways to say a certain sentence, or
whatever, so they're really being evaluated on a daily basis,
on an hourly , minutely basis, ahem, either by myself or by
each other. Ahem, If you go out and ask any of the employees
how they feel about any other employees, they all very much
get along.
They respect everybody else, and what they say.
We have tried to bring together a diverse bunch of people who
have got different backgrounds, and would have different
suggestions. Not only hotel people from UNLV, but also people
that have worked in casinos, out of town, and some other non
gaming properties in town, so it is from all over, but they're
pretty much evaluated from my standpoint every day, and if
something needs to be corrected, it's corrected.

10. Ah, we do subscribe to different journals and magazines,
ahem, actually I've got one in my box, it's, I believe it's
"HOTELS".
A lot of departments have, I think we have
"HOSPITALITY", then there is another one, "RESTAURANT NEWS",
and a couple of other different restaurant ones that the
restaurant food and beverage people get. I think that there
is a couple of other ones, I can't think of off the top of my
head, it's just individual preference, either will come here
or come to their home. Ahem, most of the publications, if I'm
pretty close are free if you're in the industry and I have
seen a wide variety come through the mail, and usually they're
shared from department to department, even though. I'm not in
food and beverage, if there is something that I want to look
at then they are more then happy to loan the magazines out.

lOA. Definitely.

11. Ahem, there is a couple ways I would like to change it,
economically, it is not feasible at this time. I know there
are a few hotels that have gone with the way that I have seen
how I would run the hotel if it were my own. Ahem, the way
that I would like to have it set up which is a little bit more
labor intensive, and I think the future of the hotel industry
is going to go is a computerized system that is not computer
ized at the point where the guest is in contact with your
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front office.
Ahem, also, like I said earlier we have a
switchboard at the front desk they answer the phones, and a
lot of the time that interrupts check ins, guests questions,
and, that is one of my biggest peeves about the hotel and our
companies.
All our Hotels are set up that same way, which
its' not going to change so its try and do the best you can
with what you have got. Ahem, but like I said, trying to move
the computers out from the front desk and putting them in a
back area, where you're just dealing with the guest, their
questions, yes, you're going to have computers up there to
look up information, but on check-ins, just not so you got
your nose in the computer, you're talking to the guest, and
the transaction is not looking down at a screen. Putting the
computers in a back area and letting someone else punch in the
information.
I also think that would cause for a lot more
consistency in the way items are entered in, information not
being missed, things like that.
Those are the two major
changes that I would make on the front desk.

IIA. That's' right.
that situation.

We try as much as possible not to get to

12. Ahem, actually I'm very satisfied with the marketing plan
of the hotel.
When the marketing plan is put together for
this hotel, each department has their say in what areas,
certain areas of that marketing plan, so if I'm complaining,
I'm complaining about things that I've put in there, so for
the most part I'm very satisfied with the marketing plan.
There is a few things that, you know, could be changed, hut
with the way that the hotel is set up and structured, there is
no way to get around that. We have, ahem, our marketing plan
basically goes after a corporate group, corporate market, and
a group section also, and being set up as a corporate hotel
there is not much that you can be dissatisfied with. That is
your main goal, the corporate market and being totally
different from the rest of the city, being a non-gaming
instead of a gaming that helps us out quite a bit.
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I N T E R V I E W

4

H

1.
rhe front desk department is directly responsible for
reservations.
The front desk per say, bellmen, the night
audit, ah, those departments.

lA. I should have said.... We also have a concierge
department that is part of the front desk.

IB.

The vans are done through our bell department.

2.
Well, we measure it in time that a customer waits for a
van, the time it takes for a customer to check in, ah, the
time it takes for something to be delivered to his or her
rooms.

2A. Punctuality is a big part of it. Especially a lot of our
business are not people on vacation, they're people here on
business. They are on a schedule and time is more important
to them than if they were here on tourism.

3.
Its measured by management perceptions, we measure it by
guest feed back, uhm, we measure it by bow many customers
return, those things.

4.
Ah, as far as training technics, we use very limited
classroom type training. Ah, almost all of it is on the job
where they're actually in the environment where someone is
standing beside them.
We use very little of a classroom
situation for training.
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4À. Yeah, we, we, we train in complaints, yeah, that type of
training is done mostly in our meetings that we have.
We
attempt ah, to have a meeting of the entire front desk staff
ah, once a month.

5.
Our goal is to provide good service to our guests, in an
environment or in a market segment that in reality is rather
narrow.
Our market segment is like I explained to you.
Essentially small business groups, business travelers, and we
augment that with airline contracts and tourism. But we feel
that our bread and butter is really the small business group.
The group that will come in and not only rent hotel rooms but
also will rent some banquet space and ah, meeting facilities.

6.
Again I can only re-stress we try to give good service
and of course our sales department will follow up ah, custom
ers who come here on a cycleable (non-understandable) and keep
in touch with them.

7.
Ah, number one, in each room we have guest comment cards.
Ah, number two they are also available at the front desk. And
of course number three would be oral representation to
employees.

8.
Well, theres a variety of reasons. One, is that we are
non-gaming.
There are a number of business people who like
that.
Number two we are a smaller property and what that
means to, to guests who like our property is that there are no
check-in lines, there are no check-out lines. There is rarely
a line for breakfast, lunch or dinner in our restaurant. Ah,
the service, we feel, and we're told, is more personalized
than a larger property.

9.
Ah, theres a formal evaluation once a year. It coincides
with the employees ah, ah, employment, start of employment.
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9A. Ah, there are informal evaluations, again witch are done
on one to one meetings or to a lesser extent, uhm, in the
monthly meetings they have.
10.

Yes.

lOA- Ah, there will be a whole mess, we, we read them.
don't read them from cover to cover, but..

We

11. That's an intriguing question, because a lot of it gets
into economics.
Whatever standard you set, in terms of
service, you always get into how many people, how many
employees it takes to provide that service.
That's the one
side. The other side is that this business is one that is not
done by appointment. I mean, you can't tell a person that he
can check-in at between 8:00, 8:15 and 8:30, so you have these
peaks and valleys, and, one of the questions, one of the main
questions is, how and at what level do you staff to
sufficiently cover these rush periods which are unpredictable.
And yet, keep your staffing within an economic framework
that's compatible to successful operation of the hotel, and
that's a very tricky question to answer. What we do as much
as possible is that our people are cross trained. Like during
a real busy period ah, we may have a bellman answering the
phone, we may have our concierges doing front desk duties.
And, and that's pretty much how... I think, could you repeat
the question?

IIA. Given the economical strengths that all businesses like
ours face, I think we're very close to, to .....
(non-understandable).

12. Well, our marketing plan is very well thought out, ah,—
I would say based on what we do here as opposed to other
properties I've worked with, that the coordination between the
departments is as good as can realistically be expected.
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INTER VIEW
1.
Well, we have all manual operations,
did you need to know?

what else specially

1À. The front office includes the, the guest registration,
the services, ah, bell a staff driver and the switchboard.

2.

That's a very ambiguous question.

2À- Well, the basic criteria is basically guest service and
guest satisfaction.

2B. Well, basically the bottom line is ah, ah, we are
surrendering that personal service, and that ah, one to one
contact approach. That's pretty much...

3.
Well, its a matter of observation as to, whether lets say
I give an employee does render that ah personalized service
and whether the spot is there or whether the quality of that
service is up to par in order to meet certain criterias that
are already established by the chain.

4.
Yes, we have our regular front office meetings and ah, we
go through our lectures and role playing and as well as
watching certain training videos that are offered again by the
chain.

5.
To make as much money as possible. And we can basically
accomplish that by ah, having ah, superior service.

6.

Mainly service.
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6A. Well, if you are getting to the marketing aspect of it,
we do have follow up letters ah, then we go to our ah,
marketing program trying to basically recall to an existing
ah, segments of the market be it corporate market or whole
sales, or ah, what have you. We don't so much concentrate on
individual ah, clientele, we mainly keep it to a bigger scale
target such as single corporations, military bases or govern
ment agencies and corporations and so on.

7.
Its mainly by ah, lets say ah, management making
themselves available to the guests at just about any given
time that's why you have your ah, MOD programs and I myself
try to spend here as much time as I can. Its 6 days or 7 days
a week so I am there if someone needs to talk to a manager or
if I'm not there our manager-on-duty is there to basically
deal with the client, hear their grievances and ah, do
something about it.

8.
Well, there are several reasonings behind it. Number one
criteria would be ah, the rate structure and being economical
ly feasible to them.
Number two is a brand name which is
somewhat known to average everyday travelers and ah. I'd like
to believe the main and foremost reason for it is the quality
of service they receive here.

9.
Evaluation is done after the expiration of the
probational period which is 90 days and from that point on
they are ah, re-evaluated once a year and on that basis, since
it is a merit system, the decision will be made as to if they
deserve any raises or ah, the extent of it, a raise.

10.

We receive quite a number of them, yes indeed.

11. If I had the money, I would have it totally computerized
the front office operation that way you can—
there would be
less time devoted to doing manual paper work and more time to
spend on the client themselves than basically keeping yourself
pre-occupied by doing the paper work and ah, which is, would
take naturally longer than if you would only have to enter it
into the system and ah, (background noise covers speakers
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voice ) and that way you have more time to basically render
that personal service, to look the guest in the eye or to call
them by their last name and basically offer things that we
refer to as "the personal touch" .

12. Obviously you are doing something right and therefore I
should be somewhat satisfied, it is never enough or is never
good enough, there is always room for improvement, but,
success during the past year and during the present time is a
simple indication of us targeting the right markets and our
service being up to par.
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I N T E R V I E W
1.

5

Oh I'm not sure exactly what you mean.

J
I mean.

lA. Well, we have the desk clerks who actually do PBX. They
can answer reservations, the bellmen are capable of doing
everything also.
So just about everybody up there can do
reservations, desk clerk, and anything they need to, juggle
them.

IB.

And we even clean rooms.

2.
You mean how do we deliver (non-understandable). Well,
I'd say we do the best, you know, that we're capable of doing.
Uhm, a lot of the people are probably first time hotel people
and just do the best that they can but all in all I believe,
you know, they do very well.

3.
We kind of watch them, 1 don't know if they really know
we're keeping an eye on them but, you know, we watch them and
try to make suggestions if we hear something that's not, or we
don't feel is right, we make suggestions to them.

4.
We have a lot of training tapes we use from choice
hotels, and, for the most part in the beginning they try to
follow around one of the desk clerks that have been here for
a while and kind of get a feel for what they're doing.

5.

I'm sorry, the what?

5A. Oh. Okay.
U hm
that what he said?

to make lots of money, ha, ha.

Is
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5B. That's what he tells us all the time he wants.... lots of
money, and just keep everybody happy that checks in so they'll
come back again.

6.
Well, Uhm, oh gosh, we have sent out letters to people
that we know have been here for a while (non-understandable)
back and forth, corporate accounts, we have corporate accounts
that come all the time we give them corporate rates and, we do
get a lot of repeat guests and a lot of them come back because
of the people that work here.

7.
Well, we have comment cards, uhm, people will write
letters if they're dissatisfied, a lot will write letters if
they're happy. We wish we could get more, you know. We know
they're happy but they don't tell us.
And, if they come to
the desk and ask for a manager, I send Marcel, ha, ha.

8.
Uhm, a lot of them tell me because its close to the
strip, but its quiet, theres not the hustle and bustle of big
ones, the price is right, and like I said, they've been here
before and they know what they're getting.

9.
Ah, well let me see.
The front desk manager does her
every.... after ninety days of probation they do an evalua
tion, let them know how they're doin', and then from time to
time we keep an eye on 'em. But the definite evaluation every
ninety days like Marcel said, every year after a year.
10.

Yes.

11.

Computers.

IIA. Uhm, that would be better, you know, its pretty—
me.
I've been here forever so I wouldn't know that the computer
wouldn't really matter to much to me but computers would
probably help a lot, it would make things go a lot quicker.
12.

I'm satisfied.

That's enough.
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I N T E R V I E W
1.

6

K

Uhm, in respects to what?

lA. Okay, well we've got five clerk stations, the clerks are
cross trained for check-in, check-out, so theres no separate
desk for either one.
We have a department called rooms
control which handles uhm, 4 p.m.'s, like if a guest checks in
and the rooms aren't ready it goes to rooms control. We have
a lot of flight attendants and pilots that check in and out at
specified times, so they handle all that.
They work with
housekeeping in getting the rooms ready and putting everything
into the computer. So basically, that's what we have at the
front desk.

IB. No, we get phone calls at the front desk. I assumed its
phone calls for everything, housekeeping, engineering, and so
forth. We get that, I try to pick up the slack on phone calls
so that the front desk is able to —

1C. In the reservation department, we have
reservation department, we have PBX operators.

ID.

a

corporate

No, its non-union.

2.
I'm not quite sure what you mean. Okay. Each person is
hired for their personality and we to train everybody to greet
every guest and to not go through the check out so fast that
the people aren't treated as an individual person. We have to
go through as fast as possible because we only have five
stations, but, I think that each clerk does treat people
individually and just doesn't, you know, check 'em in and
check 'em out without any kind of personal touch.

2A.

Yes.
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3.
You know. I'm not sure I can answer that. Like I say, I
haven't been here long enough myself to you know. I'm just
learning how the hotel here operates.

4.
Well, what I plan on doing is to do training myself
initially and then once I spend time with them, I prefer to
train people in reservations first. Once your in reservations
and understand the procedures its easier to train for the
front desk rather than visa versa.
With me being so new,
we've had two people start just since I've been here they just
basically put them with a front desk clerk and had trained
that way.
But, I prefer to start the training procedure
myself and then work them in reservations and then the front
desk.

4A. Ah, no, I don't think there is any formal training method
and that's another thing that I want to work out is making a
training guide. Something that is if they have any question
and a clerk is not available they can pull out their notes and
see what needs to be done.
But, I haven't been here long
enough to... but with my meeting tomorrow I'll be learning
things that need to be done that hasn't been done before by
desk people.

5.
Ah,
yes they did. As far as what they expected of
me and what they needed me to do and....

5A. Theres going to be three managers.
Theres the front
office manager, myself, and basically an MOD.
My personal
responsibility is the front desk and rooms control and I'm
also the MOD when I'm here aside from that. But basically I'm
responsible for making sure the front office is running
smoothly, that ah, theres enough people, that phones are being
answered, that rooms control is handling everything properly.

5.

I honestly don't know the answer to that question.

7.

Guests dissatisfaction with an employee?
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7À. Ah, comment cards, letters, so forth and I know they do
respond in some way to any kind of comment. I do know that,
they respond to them.

8.
Well, its a little bit unique because there are ah,
theres no casinos in the hotel, its a very corporate hotel, so
they have access to the casinos... its you know, just a couple
blocks away. We have everything they need here. We have a
business center where all their typing and anything can be
done. We got the pool, the tennis courts, the gym. They have
a lot of meeting space so its real convenient for them to have
corporate business meetings here. Its more like a resort. So
they can have the gambling, they can have you know, the
corporate structure here.

9.
Theres a ninety day evaluation and an annual evaluation
from their date of hire. And then its annual from there on.

10. I think they do, 'cause I've gotten a couple of them and
I don't know which ones because I haven't gotten a chance to
look at them. But I know they do.

11. That's it. I'm here
the front office manager is in
charge of the
we still have the gym and the concierge as
well and the bell desk, and valet parking. So its to much for
one person to handle, so with me here and then an MOD, we have
one person mainly responsible for reservations PBX, one person
for rooms control/front desk, excuse me, one person for
bellmen and valet. So that they have an immediate supervisor
and we're trying to
I myself, am making a structure here at
the front desk so people have guidelines and things to follow.
I once asked five people a question and had five different
answers, so I'm trying to make more structure here and I think
that will help operations much better.
12.

I haven't seen any marketing plan.
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